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1428 YOu STREET WN. OW WASHINGTON 9. OD C ADAMS 1332-3 


February 29, 1952 


THIS IS NOT A POLITICAL STORY 


t does concern the late President Calvin Coolidge, invited « 
smen to have at the White House. 


that the President was pouring cream and sugar into 
his saucer. Tt lar wan, deing of a kindly nature, thought thet per- 
haps the President didr know any better, so the visitor promptly poured his 
tea in big saucer and began sipping from the sa r it 3 a gesture to sa 
the President embarrassment. 


It backfired! 


Taagine the san's humiliation when Calvin 
end creap--on the for the cat! 


The soral that u *t always tell what 
is over. 


Ter 


It’s t 


© same way ¥ k screen work At you might think 
that ALPHA PROCESS reen work, the su ary silk screening, 
the same appearance as other processes ou'll look care- 
y see the difference...in clarity, in authentic repro- 
beauty that's better than the others. And, of course, 
rk for you i our car cards, posters, indoor 
nd adv te 


re for zou than any 


e East have found it 


Cordially your 


4 


DAVE ALLENTUCZ, 
ee page who will try to have a story 
about « Democrat next month 


in case you think he's playing 
favorites. 
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For More Returns 
Keep fresh. Vary the size and shape 
of your envelopes 


Don’t Dull Your 
Personality 


New envelope format and layout 
help you spark your mailing. At 
TRiangle 5-6285 (Extension 18) 


you ll find Cupples creative 


department 


There’s No Cost 


or Obligation 

lo look at their Reply Reapers 
smart ideas on envelope color, 
design, texture . Cupples “Person 
alized” envelopes get opened 


Your first step towards swelling 
returns 


Let Cupples work for you and four 
mailings a year or two or SIX, you ll 


pull more replies at lower cost 


upples 


ene lope CO., tite, 


*B /) New Yor 


Tek R ae), | LET iL icadel, | 
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Weekly Cordial Contacts Substantially 
Increased Sales 


What LOOK Thinks About Copy, Tests 
and Mailing Problems 


Hard Hitting Campaign 


1500 Industrial Advertisers At 
NiAA’s 30th Conference 


A Unique Method for Teaching Others 
How To Write Letters 


) 


A Scientific Mind Looks At 
Advertising Copy 


Convention News 
How To Keep Young With Direct Mail 


Results of a 4-Way Test To 


Secure Inquiries 
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EXCLUSIVELY TO DIRECT MAIL 
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Lé. 
cost ME A SA 
LIST ALMOST wl 
pong THAT NOW OUR SALESMEN . 
veE CLEAR, READABLE — 
0-B0ND: 


ON HAMMERM:LL MIME: 


“THAT BLURRY 
ve SEEN TO! 


CUSTOMERS RECE! 


LISTS 


Your price lists, bulletins and other mimeographed mailings will be 
sharp and easy to read when you put them on Hammermill Mimeo 
Bond. This outstanding paper comes in white and seven distinctive 
colors, on each of which you can produce 5,000 or more clean, legible 
copies from a single stencil. 

Send the coupon for an up-to-date sample book. We'll include the 
helpful Hammermill idea book, ‘‘Better Stencil Copies.’ They’re free! 


I> You can obtain business printing on 


\ Hammermill papers wherever you see this 

wf shield on a printer's window. Let the Guild 
pRisTeRs 

x sign be your guide to printing satisfaction 


a i | 
= EB R Hammermill Paper Company 
PA I ] [ 1621 East Lake Road, Erie 6, Pennsylvania 


Please send me—FREE—the sample book of Hammermill 
M I M E O-BON D Mimeo-Bond and a copy of “Better Stencil Copies” to help me get 
the best out of my stencil duplicating equipment 
7 


HAMMERMILL MIMEOGRAPH PAPER 


LOCK FOR THE WATERMARK iT 1s 
HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 





Here’s what 
users report about 
Bunn Package 
Tying Machines 


. than the machine 
With 


Bunt equipment, our operators now 


“4 times faster . 


methods we had been using 


iwerag 2 to 
ul thats S0 t 


3 packages tied per 


70) double 
Wraps md ties with about 50 pieces 
With this kind 


{ production, its no wonder that 


! th per package 


ce LOL. we've ordered only Bunn 


whines tor our package tying 


John P. Stanaitis, 


How about you? 


If the human hand has any part in 
package tying operation there s 
od chance thar 

ike improvements like these 
described. To find out 
ffer of a machine on trial 


Bunn trae hines 


accept 


Send for FREE Bulletin 100. 


1907 —in our 45th year —1952 


, J - ee 
SHAE Lachkage GUY PAA AM 


MPANY DEPT R-8 
CHICAG 


H BUNN 
ENNE Ave 


SHORT 


NOTES 


DEPARTMENT 


BLAME IT ON THE HEAT De- 
Somewhere 
pulled a boner in the July 
reporting and illustrating 


partment along the line 
someone 
Reporter. In 
George Head's description of National 
Cash Register Company's direct mail 
two cuts were transposed. 
note that 


campaign 
For those who keep a file eee 
illustration at bottom of first column 
on page 18 should be at top of first 
column on page 19. And vice versa. 


Captions should remain as 1s. 


ANOTHER CORRECTION. A few 
part of our advice 
in the April issue... “How to Think 
and Mailing.” The 


part concerned with using window enve- 


pe ople questioned 


About Production 


lopes without glassine protection. 
Thought we had made point clear. You 
save time and money by using the open 
type if you must ship enclosed pieces 
to another location for machine ad- 
dressing and mailing. Addressing can be 
done through open window onto en- 
closure inside. But it’s true in most cases 
that open windows (especially if large) 
cause complications. Inserting operation 
more difficult . and liable 


to be torn when put through metering 


“ indow Ss 


or cancelling machine and in the sort 
ing processes of post office. Best rule 

use your best judgment in deciding 
what is most practicable for your needs. 
Lean on the advice of your envelope 


supplier 


CONGRATULATIONS to the As- 
sociation of Better Business Bureaus, 
Inc.. 405 Lexington Ave., New York 
17, N. Y. for maugurating a campaign 
to combat “twilight zone” advertising. 
By “twilight zone” they mean adver- 
tising which is “not quite false” 
but still does not “come clean with the 
truth The 93 BBB’'s in U. S. and 
Canada will initiate the organization of 
local review boards to examine deceptive 
areas of advertising and to seek appro- 
priate correction. Types of advertisingt 
to come under the scrutiny of the 
boards will include the use of indefinite 
claims, 


compar tives, super superiority 


bait advertising, tricky layouts, and ad- 


vertising which may not be legally prov- 
able of misrepresentation but which tests 
the public's credulity and insults its 
intelligence. At the ABBB’s 38th Annual 
Conference at Swampscott, Mass. (where 
new plan was originated), John R. Buck- 
ley, publisher of Good Housekeeping, 
said: “Advertising cannot afford to wait 
until these bad advertisements again 
overshadow the good ones. The time 
when we should roll up our sleeves and 
eliminate the new crop of weeds is now.” 
Elon G. Borton, president of the Ad- 
vertising Federation of America, added 
that he had “never seen such a tidal 
wave of protest and opinion. All of us 
in advertising should cooperate in this 
effort. If advertising cannot police it- 
self, we will face increased demands 
for government supervision or control.” 


eee 


THE PEN MUST BE MIGHTIER 
than the sword... according to the fol- 
lowing statistics: “In a combat infantry 
division of the United States Army 
there are 372 typewriters. This in com- 
parison with 72 artillery howitzers, 160 
mortars, 183 tanks and armored cars, 
120 recoilless rifles and 18 aircraft 
makes it look like the old battle cry 
should now be sounded, ‘Don’t fire till 
you see the right-hand margin.” Fig- 
ures were supplied by Frank Wertheim 
of Abbeon Supply Co., 179-15 Jamaica 
Ave., Jamaica, N. Y. who was a PFC 
in Marines before he began using direct 
mail to sell his merchandise. 


BACON'S PUBLICITY CHECKER 
should find ready acceptance in every 
public relations department. The 192- 
page, 6x94 inch, fabricoid, spiral 
bound book (price $10) lists 2,272 
business papers, consumer publications 
and farm papers... first alphabetically 
and then by 99 market groups. Gives 
address, name of editor, frequency and 
date of issue, circulation and publisher. 
Space opposite each listing for keeping 
record of releases. A 20-page concluding 
discussion furnishes a practical outline 
of how to handle editorial publicity ... 
with down-to-earth details on the prep- 
aration of press releases and illustra- 
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YOU STILL HAVE TIME TO ENTER 


THE 1952 
BEST OF INDUSTRY 
DIRECT MAIL CONTEST 





MAIL YOUR ENTRY TODAY 





e BEST OF INDUSTRY AWARDS—Our of all 
entries submitted, one campaign in each class of busi- 
ness will be selected for the Best of Industry Awards. 
The Winner in each classification will receive an 
attractive, highly-prized DMAA Certificate, carrying 
with it national recognition of outstanding achieve- 
ment. In addition, there will be a “Best Of All In- 
dustry” Grand Award, which will be the one cam- 
paign that in the opinion of the judges is outstanding 
among all entries in all classifications. 


@ RECOGNITION OF PRODUCERS—Special Cer- 
tificates of Awards will be given to all Producers who 
are recognized by the Winning Advertisers as having 
played an important part in the production of such 
winning campaigns. Producers may, of course, enter 
their own campaigns as Users of Direct Mail. 


e RECOGNITION THROUGH DISPLAY—AIl 
winning Campaigns will be prominently displayed by, 
and discussed in, local Direct Advertising meetings 
in all important cities throughout the United States 
and Canada during the latter part of this year and 
1953, and at Advertising Clubs and Exhibits. They 
will then be placed tor permanent display at leading 
universities and colleges selected by the Board of 
Governors. All winning campaigns will also become 
a permanent part of the Direct Mail Advertising 
Association's Research Library. 


e DECIDE NOW—Enter your campaign for Best 
of Industry Awards this year. If you win you will 
receive an impressive, inscribed Certificate which is 
awarded to those submitting prize-winning portfolios. 
Return your entry coupon today to DMAA Head- 
quarte rs. 


e BEST OF INDUSTRY AWARDS for most ef- 
fective Direct Mail produced between September 1, 
1951 and August 31, 1952. 


ENTRY COUPON 


1952 BEST OF INDUSTRY 


later 


DMAR = vu 


i $15 


wi te 


requested above. If 


press releases 


YUSTRY DIRECT MAIL CONTEST 
1 us check enclosed 


submitted betore the Contest 


your am Paigt “ain [his inj mation ui be 


@ OPEN TO ALL users of any type Direct Mail 
and Mail Order. No restrictions on size, type, pur- 
pose or classification of mailings. Membership in the 
Direct Mail Advertising Association is not a requisite. 


@ AUGUST 29 is the closing date for entry in this 
contest. Portfolios must reach Headquarters by this 
date. 


e SIGN AND RETURN the ENTRY COUPON 
TODAY! 


e INSTRUCTIONS AND SUGGESTIONS SHEET 
will be sent to you immediately upon receipt of entry 
coupon. Follow these instructions carefully . . . then 
ship your entry portfolio early enough to reach 
headquarters on or before August 29th. 


@ ANNOUNCEMENT OF WINNERS will be made 
during the opening session of the DMAA 35th An- 
nual Conference in Washington D.C., at the Shoreham 
Hotel, October 8, 9 and 10, 1952. You won't want to 
miss a minute of it. Winners will be notified in ad- 
vance so that they may be present. 


e NO LIMITATIONS ON FORM OR PURPOSE 
Whether Direct Mail or Mail Order—single piece 
or extensive campaign—any process of production— 
printed promotion for any purpose .. . All are eligible 
for entry in this Contest. Any Direct Mail or Mail 
Order material produced between September 1, 1951 
and August 31, 1952, is acceptable for entry. 


e RECOGNITION OF THE “BEST OF INDUS. 
TRY” will be given to those whose campaigns are 
selected by the Board of Judges. YOU fit in there 
somewhere. So don’t judge your own efforts. Send 
them in and let an impartial Board of Judges decide 
the merit of your Printed Promotion. All material 
held in strictest confidence. 


AssociaTion, INé 
ef 


re 


Direct Maiw AbDVERTISING 
17 East 42nd Street, New York 17, 


Please rush instructions. We under 


closing date, Frida 

It campaign submuattes 
» aucm printer 

Name 

Nature ot bu 

Surcet 

Cit 

Individual 

ind position 

included in 


publicizing winners.) 





“SLOVES 


portfolios 
sales kits 
easel binders 
merchandise- 
presentations 


Fastest Service 
in Town 


cuossy PHOTO PRINTS 


Perfect For ADVERTISING, 
PUBLICITY, PROMOTION! 


Many leading Agencies & 
Advertisers \Ise Our Service! 


1 
2% 23% | 24 00 
un 2\%e 
4«5 i ‘ 
Every deter! end highlight of your product toithtully produced 
im our life-like prints! All prot: made with white berder en 
full scale gredvetion vereble contrast enierging pepe by 
ethed — wring lores! high Predvchen equipment’ 





NATIONAL PHOTO iirsooyctions 


~ Hyde Port LY 











DIRECT MAIL COMBINE - VELOPES 
ORDER-VELOPES COMBINE-FOR MS 
WRITE ] Ml 


THE SAWDON COMPANY, INC 


484 Lexington Ave, New York 17 N.Y 


“ADAGE MAILERS” PAY! 


¢ can make monthly 


New! Bitective!t 
Low Coat! 
a3 





tions. Published by Bacon's Clipping 
Bureau, 343 South Dearborn St., Chi 
cago 4, Ill. Was compiled by R. H. 
Bacon, who, before he started his own 
organization 20 years ago, was adver- 
tising manager of Fairbanks, Morse & 
Company and associate editor of Mc- 
Graw-Hill Publishing Company. 


NEWSPAPER STYLE house mag- 
azvines are sometimes very attractive... 
and can look impressive with an air of 
Southern Counties Gas 
Published 
every other week by Southern Counties 
Gas Co., 810 South Flower St., Los An- 
geles 14, Calif. Warren Clutterbuck, 
Editor Six pages 9'4 x 12% 


authenticity. 


News” is a good example. 


inches. 
Styled exactly like a newspaper with 
four columns to a page. We like the 
way pictorial stories are handled... and 
how division news is handled in short 


note fashion in small type. Well done. 


POPULAR MECHANICS MAGA 
ZINE, 200 East Ontario St., 
11, Ill. is starting an interesting experi- 


Chicago 


ment. Beginning with September 1952 
issue there will be a new retail mail 
order shopping section... with all ad- 
vertisements set in editorial style and 
restricted to specified size, but with 
three types of layout. We liked the an 
nouncement which described the sound 
but necessarily hard-boiled rules for 
determining acceptability of advertisers 
Write to Ad Manager Clover L. Per- 
kins for a copy of this announcement. 
Worth reading. Idea has many possibili- 
ties for mail order operators who want 


to reach out for new names. 


BREVITY is the keynote in a new 
advertising program of the G. Krueger 
Brewing Company, 75 Belmont Ave- 
nue, Newark, N. J. Maybe it will start 
1 trend in the right direction. Future 
scheduled advertisements will feature 
one-word, eye-stopper headings, such as: 
Hot, Now, Taste. After the long-winded, 
excess verbiage of the political cam- 
paigns... we might all get more at- 
tention for our advertising messages by 
being brief 

—_ 


eee 


TOO BAD about the decision of 
Emory University to discontinue its De- 
partment of Journalism (which included 
Atlanta 
delegates at the AFA Convention were 


the advertising course) The 


much discouraged. Plenty of others felt 
likewise. Dick Joel of Emory and the 
officers of the Atlanta Ad Club had 
worked closely for a number of years 

resulting in the outstandingly suc- 


cessful Annual Advertising Institute 
This seems like an inappropriate time to 
drop journalism and advertising ... just 
when the Southeast is showing remark 
able economic growth. Incidentally 
some college, agency or commercial or 
ganization will be lucky if they can 
get the displaced but live-wire Dick 


Joel to sign on the dotted line. 


THE POST OFFICE DEPART 
MENT has taken a terrific verbal beat 
ing in articles appearing in many news 
papers and magazines. But some of the 
stories were exaggerated; some were 
entirely untrue There are two sides to 
every question. So this reporter enjoyed 
reading the very frank and down-to 
earth talk made by Postmaster General 
Jesse Donaldson at the Annual Con- 
vention of the Ohio Chapter of the 
National 


Columbus, Ohio, on Monday evening, 


Association of Postmasters, 
June 2, 1952. Under four heads (1) 
fiscal conditions, (2) operating costs 
(3) postal rates, and (4) criticism of 
the service he outlined the headaches 
faced by one of the world’s biggest busi 
nesses. We could argue a few pornts 
on number (3), but (4) is most in 
formative. For those interested in get 
ting a better picture of both sides 

the argument we suggest you write 
to Mr. Donaldson's office and ask for 
a copy of the talk. Maybe what we 
need most ts a direct mail commit 
tee to sit down with the Postmaster 
General and to discuss frankly mutual 


problems and misunderstandings. 


BIG TYPE is certainly a welcome 
relief in these days when we all have 
too much to read and most of it (in 
magazines and newspapers) is set in too 
small type. It may be worth trying mn 
one of your informative mailings. We 
were impressed by a twelve-page, 10 
“booklet” 


Giant Company, Le Sueur, Minn. to gro 


x 14 inch mailed by Green 
cers and food wholesalers. A sales edi 
torial by Vice President and Ad Man 
Ward H. Patton, titled “The New Per 
Although 


not closely concerned with moving canned 


sonality Factor in Selling 
goods off grocer’s shelves we read 
every word in a few minutes. Entire 
copy set in 24 pt. Century in lines 
of 8's 
page had only 18 lines. Try to get a 


inches width. Most crowded 


sample from Ward Patton for one 
of finest examples of easy readability 


A good message, too 


SHOWING YOUR PROSPECT 
how to make use of, or profit by, the 


product you sell... is always a good 


THE REPORTER OF DIRECT MAIL ADVERTISING 





selling technique. We like the way Don 
[Thompson does it month after month. 
Don is the major-domo of Arthur 
Thompsen & Company, 109 Market 
Place, Baltimore 2, Md., manufacturers 
of some of the best standardized, sea- 
sonal, topical letterheads in the world. 
These letterheads are sold to lettershops 
and printers for resale to their custom 
ers after imprinting letter, processing, 
etc. Each month Don sends a bulletin 
to these resellers with selling ideas for 
a period two or three months in the 
future. Attached to bulletin is a sample 
of a seasonal letterhead with suggested 
copy for a_ specified line of business. 
For example, June letter gave letterhead 
and copy for a retailer to use in selling 
back-to-school clothes for children. All 
copy and art suggestions are sound. And 
the idea is sound because every mailing 
gets more business for the Thompson 
Company by showing the printer or 
lettershop how to develop more busi- 
ness by showing his customer or prospect 
how to go after more business. A help 
ing-hand cycle. No wonder Don Thomp- 
son looks so happy at direct mail con 


ventions 


SPECIAL NOTE to all our friends 
who have sent us samples of literature 
advertising pornographic pictures... and 
who have wondered what could be done 
about it. You won't be getting any 
more of those gaudy sexy sketches and 
dripping descriptions from North Hol- 
lywood, Calif. On July 17 the Post 
Office Department issued an “unlaw 
ful” order against R. J. Ross, or Roy 
Ross, or Roy Ross Company. That puts 
him out of business. He can no longer 
receive any mail. But he'll probably 
pop up some place else under another 
name. Why these people think they can 
get away with law’ violations... 1s 
beyond us. The postal inspectors eventu- 


ily get their man 


CONTINUE to send to The Reporter 
your nominations for the screwiest direct 
mail pieces of the year. We cannot 
mention them all but the file is good 
for a laugh on a gloomy day. Seems to 
be a rash of crackpot ideas lately. If you 


want to see absolutely the worst 


write to ( Box 3152, Los Angeles 12, 
Calif. and ask for four-page bulletin 
describing a world-wide purchasing and 
counselling service. The circle and dot 
is only name given. Promoter offers 
practically everything, including the or 
ganization of a private mail carrying 
system which will be more efficient 
than the Government. Charges for “serv 
ices” are fixed at four cents a minute 
You'll need a magnifying glass to read 
greatest amount of boloney ever con- 
ceived. Other close runners-up this 


AUGUST, 1952 


Pretty clever lad, 
that Jurgenson. (That's 
him on the southeast end 
of the see-saw). Leave it to 
him to come up with the exactly right 
idea that can make a tough problem 
easy as fallin’ off a log... or balancing 
an elephant, os the case may be. 
Even at that, “Jurg” is no different 
than the rest of the gang at Garden 
City. They're all envelope experts! 
Got a tough problem? Need a new, different, 
off-the-beaten-path idea? Need terrific service, in a 
terrific hurry? Just call G. C. It's as easy as that! 


speciaists iN ENVELOPES ano ourtstanoine service 


CORRESPONDENCE & SOCIAL REMITTANCE 

POSTAGE SAVER & WINDOW OPEN SIDE BOOKLET 
AIR MAIL & BUSINESS REPLY OPEN END CATALOG 
SPECIAL RETURNS OFFICE USES & MAILING 


These are but a few of the many envelope and envelope products available te you. 


ARoEN Ciry EnvestorPe COMPANY 
3001 W. ROCKWELL ST. + CHICAGO 18, ILLINOIS - PHONE COnneua 7-3600 


ee ee ee 


ASK US... 


WHY we 

shop work (mail processing) from 
the four corners of the country, 
even tho’ we're way down here in 
the hills of Tennessee. Go ahead 
and ask us. We'll give you a brief 
and very interesting answer 


‘Dan’ Shone - ALLIED AGENCIES 
1202 Bernard Street, KNOXVILLE, TENN 
Phone 4-3116 


continuously get letter- 








As Your Mailing List Broker 
Here's WHAT GEORGE R. BRYANT wii vo For you 


Make custom cor direct mail list selections for your offers 


Use mailer-owne 2 me and mail order experience tor you 
Give practica J to your individua 
Speed service rom New York, Chicag 


Obtain revenue y through careful renta 


you can reach us at GEORGE R. BRYANT COMPANY 


CHICAGO 5 East Wacker Drive, Chic ] STate 2-3686 
NEW YORK 595 Madison Avenue, New Irray Hill 8-2652 
LOS ANGELES 122 East 7 Street, | Angeles 14 VAndyke 9868 


Member National Cour ° f Brokers 

















DUPLISTICKERS. 
for EASY Addressing 


DUPLISTICKERS moke your duplicator 
an addressing machine. You can also 
type up to 4 copies in your typewriter 
Package of 25 lettersize sheets (825 
labels) 60¢ at Stationery stores 


Write today for FREE sample pochage 


EUREKA SPECIALTY PRINTING CO. 
558 ELECTRIC ST, SCRANTON 9, PA 


DUPLISTICKERS 


ere made only by 


HERE'S A REAL 
OPPORTUNITY IN 


DALLAS 


FOR SOMEONE 
WHO KNOWS 
DIRECT MAIL 


The owner of a plumbing and 
heating supply house whole 
sale and retail is looking for 
aman or woman to take charge 
of his direct mail department 
It's a creative position with un 
imited possibilities for advance- 
ment. This 35 vear old Texas 
firm needs experience and is 
willing to pay for it. At the 
disposal of the direct mail de 
partment is a cor iplete produ 

multilith. folder, 
1ddressograph, lists 


thon plant 
graphoty pe 
on plates a complete set-up 
If vou'd like an unusual op 
portunity to help build a new 
sales high for this company, 
write Box 42. The Reporter 
Garden City, New York. Tell 
us all about yourself and par 
ticularly what you've done for 
others. 








month are (1) a Cultural Club and 
(2) a Hobby Club which offer the 
darndest assortment of tentative serv- 


ices. 


CAN ANYONE SUGGEST a bet 
ter standard definition of Direct Mail 
Advertising? A few people think The 
Reporter should carry a clear-cut defini- 
tion in every issue. The one used by 
the Direct Mail Advertising Association 
for nearly twenty years is a little cum- 
bersome: “Direct Advertising (or Direct 
Mail) is a vehicle for transmitting an 
advertiser's message in permanent writ- 
ten, printed or processed form, by con- 
trolled distribution direct to select indi- 
viduals.” Who can come up with a 


better one? 


THE AIR TRANSPORT ASSOCIA.- 
TION has a new free booklet that tells 
how and when to use air parcel post 
and air mail. Write to M. F. Redfern 
at Association headquarters, 1107 Six- 
teenth St., N. W., Washington 6, D. C. 
Ask for “How Well Do You Know 
Your Flying Mailman?” 


GROUP MAILINGS have never 
proved very successful. That is, putting 
advertising circulars of various compa- 
nies in one envelope. But we've noticed 
several efforts to revive the idea for 
community type mailings in order to 
counteract increased third class rate. 
Individual advertisers are charged only 
keep our eyes 


l'o¢ per name. We'll 
and will report 


on the experiment... 
later. But we're not optimistic. 


THE CHAMBER OF COMMERCE 
of the United States issues a monthly 
newsletter on advertising. The June 1952 
issue (four pages, Number 59) was de- 
voted entirely to direct mail. Well done. 
Copies are available for redistribution 
(in quantities of 50 or more) at 2: 
each. Yearly subscription to the bulletin 
is one dollar. Write to Kenneth Cher- 
nin of Committee on Advertising at 
Chamber headquarters, Washington 6, 
a < 


SEVERAL INQUIRIES have come 
to us from troubled advertising man- 
agers trying to make up their budget 
estimates for next year. Especially those 
with large house magazine lists. “Will 
there be another third class postage hike 
next year? How can we be sure that 
our budget estimates for mailing costs 
will be right for 1953?" Hard ques- 


tions to answer. No one knows for 
sure. Post Office wants an increase. But 
there may be a new Postmaster Gen- 
eral. There will be another administra- 
tion and Congress. It will take time for 
the wheels to start on a new postal 
bill. Then hearings, arguments. Right 
now we cannot see any increase that 
could be effective during 1953. But if 
you want to play safe... put in an 
emergency budget provision to take care 
of unexpected increase in mailing costs 
during last third or quarter of 1953. 
And then we'll all hope for the best. 


EXIE TOMLINSON managed to 
get a “new look” in a recent mailing 
for Newsweek. Envelope was solid red 
except for window and reverse caption 
under corner card: “So you think you're 
NOT in the red!” First page of letter: 
white on left half; solid red on right. 
Multigraphed copy running from white 
to red background tied in well with 


the sales pitch. 


FOLKS are still 


crackpots who use 


DIRECT MAII 
being plagued by 
other people's business reply envelopes 
to return anonymous material. Some 
times religious or propaganda tracts... 
occasionally scurrilous stuff. One of our 
friends has had 25 such mailings from 
same area in past year. Can't trace 
source. We've told him now to code 
his return envelopes going to that par- 
ticular area so that no one can detect 
the presence of coding. Don't want to 
reveal this code publicly... but if any 
of you want to know, write us. You 
should be able to dope it out from 
“razor blade” or “pen point” 
If you can get definite proof Post 
Office inspectors take prompt action. 
As they did on a St. Louis case a few 


Pp atterns. 


months ago. 


100 MAGAZINES now include a 
mail order shopping section. Whole idea 
has grown tremendously in last few 
years. A complete list of these maga- 
zines, with data on coverage, content, 
etc. is now available for $7.50 per cepy 
from H. K. Simon Advertising 48 Fifth 
Ave, Pelham 65, N. Y. 


QUITE A SCRAP going on in the 
courts over who owns what patents in 
the fluorescent color field... for print- 
ing inks, paper stock, etc. Seems like 
we heard some place that the Chinese 
or Egyptians, or somebody, knew about 
or used “glowing colors’ some two 
thousand years ago. But we'll wait and 
see what the courts decide. 
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LITHOGRAPHERS NATIONAL FROM AUTO.TYPIST FILES: 
ASSN. has selected Chicago's Edgewater 


Beach Hotel for their 48th Annual Con- 
vention. Will be held during the week Let Ewald Mayer tell YOUces 


of June 14, 1953. The 1953 Conven- 
tions of the Mail Advertising Service . * 4 
Assn. and the Direct Mail Advertising 

Assn. will be in Detroit. Dates will be 


announced later. 


pats u 300% 
NEW POSTAGE RATE CHART 


has been issued by The Davis Press, Sales Mgr., 
g 
Safeguard Corp., 


Inc., 44 Portland St., W ster 8, Mass. e e 
nc ortland St orcester ass with Auto-typist a a 


Brings everything up to date as of July 

1, 1952. Wall type. Well done. Ask 

mee oy “The Auto-typist has saved us a great deal of available typing 
‘BB time,” says Mr. Mayer. “Our payroll is unchanged, but the 


eee 


FROM SCOTLAND during July 


came an unusual form letter addressed 


volume of letters sent out has been vastly increased.” 
Also: “Our direct mailing results increased 


to an unknown number of American three times over our mailings without 


business executives. Signed by James the Auto-typist!” 
Barclay of Chivas Bros. Ltd., 13 King : 
St., Aberdeen, Scotland. Well written 
letter extolled delights of Chivas Regal 
100% Scotch Whiskey. Asked  recip- 
ients to request it at their provisioner’s. 
The fellow who sent us a sample won- 
dered how he got on the list... be- 
cause he happens to be teetotaler. But 
it was a clever mailing. However, here's 
a note to our foreign friends (with dif- 
ferent language) who try to get busi- 
ness in U.S.A. Don't mail catalogues 
(such as a recent one from Germany) 
without translation. You are wasting 


Models To Meet 
Every Requirement 


awjiaf 


your shots. 


PLEASE REPORT to us any ad- 
ditional examples of appeals which look 
like invoices for listing in “local busi- 
ness directories.” Post Office has issued Model 5030 
numerous fraud orders... but new ones Operates any type 
keep cropping up in other cities. It is writer. Permits 


now suspected that two people (a man pushbutton choice 
of 5-20 different 


and a woman) are the instigators behind 
letters. 


whole racket. They are under investiga- 


tion. Operate under different names in 

each city. When closed up... start all = | 
over again. But what happens to all the Here’s how! Transfer all your routine correspond 
let your 


money collected from the unwary suck- ence to perforated Auto-typist rolls 


ers? , é matically process each outgoing 
Model 5100 Auto-typist automatica proc r g e 


— For smaller office 
eee Automatic opera 
. - —— tion of any electric easy? It is, and fast, too one girl with Auto 
WHO WANTS to take over a gov- typewriter. typist equipment can turn out as many as 500 let 
ernment publication on a commercial ; . 
tack Wele to 02. % Miler. Geemer ters a day! Better find out about Auto-typist today 
of the Office of Industry & Commerce, 
Department of Commerce, Washington, 
D. C. for details. He wants to unload 
the annual 50-page edition of “Special 
Days, Weeks & Months,” which is in- AMERICAN AUTOMATIC TYPEWRITER COMPANY 


tended to help business people coor- 614 North Carpenter Street, Dept. 28 
Chicago 22, Illinois 


letter, retaining all the attention-getting qualities of 


an individually dictated and typed message. Sound 











dinate their advertising and promotional 
plans with special events. The 1952 Neme 
edition listed some 400 such celebrations 

as Odorless Decoration Week, National 

Crochet Week, National Kraut and for free Auto-typist liter- 


Frankfurter Week, Leave us Alone Week ature and full information 


on the Auto-typist line State 


CRORE EERE EOE EEE EEE HEHEHE EEE EEE EEE EEE EEE EEE 
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(to give the people a week of rest to countries other than England and the 
x I I 


do as they please) and National Pop U. S. Gives circulation, format and ad- 
corn Week vertising cost details. The P&XDC act as 
rg about listed pub- 


countries 


Sales of document now aver 
15,000 per year agents im contacting all the 


lications. (In certain farger 


there is a price given for a complete 
directory.) A worthy undertaking. Same 
company also publishes a price list of 


HERE IS SOMETHING you might the 


like to have 


available commercial directories i 


Especially if you are ill foreign countries. 
interested in foreign business , new 
directory has just been published . of 
overseas newspapers and periodicals 
W rite H. R. Vaughan of the Pub- 
lishing & Distributing Co., Ltd., 167 COMMUNITY AND STATE 
Strand, London W BOOKLETS seem to be getting better 
; 6x9 inch first edition. It lists If you would like to see a beautiful 


Plowden 


C. 2, England for 


the publications published in example, write to Charles N. 


HOUSE MAGAZINES get 
by the Gebbie Press, 19 East 48 Street, New York, N. Y. It's a 190-page, 8's x 11 
public relations study, titled “The Nation’s Leading House Magazines.” It describes 


a spectacular presentation in a new book just issued 


more than 1400 major company publications and shows a front cover illustration of 


most of them. Three separate listings by company, by title and geographically 


Each publication described in detail Editor's name; editorial policy; and purpose. 
With many carrying statements by the editors. As a management research source... 
Incidentally, President Con Gebbic 


More than 


1000 publications are on display or im files. Have a combined circulation of more 


it's worth every cent of the $20 charge per copy 


has also established a house magazine library at company headquarters 


than a hundred million. Visitors are welcome to the library. 


director of South Carolina Research, 
Planning &X Board, Co- 
lumbia, S. C. Ask for the 28-page, 9-*4 
x 6-14 inch, colorful booklet, titled 
“Nothin” Could be Finah Than to See 
South Carolina.” Well written and pic- 
perfect. Thanks to the Chilli- 


cothe Paper Corp. for telling us about 


Development 


torially 


it... although they were simply trying 


to show the reproduction effects pos- 
sible with Adena Offset paper. 


THE POST OFFICE DEPT. is try 
ing to get postal clerks acquainted with 
the new regulations applying to non- 
profit organizations who do not have to 
pay the new minimum rate for third 
class bulk. Postal Bulletin of July 24 
contained a clear interpretation. A num- 
ber of post offices have been refusing to 
accept 


“exception” mailings delivered to 


post office by lettershops or printers. 


Claimed they are “contractors” and must 
pay commercial minimum of 1'.c. That 
is not correct. Non-profit organizations 
can engage lettershops or printers to do 
their work at a fixed service price. By 
Office 
promoters or manufacturers who share 
Such 
mailings are not exempt from 1!2c mini- 
mum. Better get Postal Bulletin of July 


24 and read interpretation carefully. 


“contractors” the Post means 


in the returns of the mailing. 


eee 


DIRECT MAIL DOLLAR VOLUME 
for the first six months of 1952 was 
$576,940,582 a 9',° gain over same 
period in 1951. For June, the DMAA's 
estimate was $89,120,702 a 4's 
gain over June 1951 


This year's total 
should be well over the billion mark. 


eee 


H. R. 5850 died in Senate Post Of- 
fice Committee without action. See page 
5 of July Reporter for description and 
comments. Intended to give Postmaster 
General power to act faster in cases of 
fraud or obscenity in the mail. Some 
similar bill will probably be introduced 
in next Congress. 

— 


THE CATHOLIC PRESS DIREC 
TORY for 1952 has just been released 
Gives complete rate and data informa- 
tion on 1346 newspapers and 341 maga- 
zines, with a combined circulation of 
more than seventeen million subscribers 
in the Catholic field. Copies are avail- 
able from James F. Kane, executive sec 
retary of the Catholic Press Associa- 
tion, 120 Madison Ave., New York 16, 
N. Y. To other than national advertisers 
and recognized agencies, the price is $3. 

— 
eee 

GOOD GRIEF! Now there is a 
Movie-of-the-Month Club which is being 
promoted by mail from Hollywood. You 


can join and receive a film on approval 
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once a month. But you must indicate your 
choice of classifications. For doctors only 
there are “medical films”. There are two 


called 


A fourth group can 


classifications family films and 
children’s subjects. 
receive “spicy subjects” for adult en- 


joyment. Another case for the postal 


inspectors, so we won't bother to give 


address. 


you the 


eee 


GOOD GRIEF AGAIN! 
magazine published in Philadelphia which 
is irritating a lot of people. Editor sends 


There's a 


a form letter to sales managers asking 
for editorial 


a forthcoming issue. 


material and pictures for 
Then requests per- 
a specified sum for 


mission to ¢ harge 


“reproduction charges. \ low-down 
racket. 
—_— 
eee 
THE POSTAL BULLETIN for July 
15 announced a new issue of the 2: 
(as of July 31). 
tions to postmasters contained a caution 
since “the 


postal card Instruc- 
about not ordering too many 
demand for the 
Could it be that the 
aware that the 


comparative card is 
very moderate.” 
Post Office is 

100° 
of the postal card? 


already 


increase in rate is killing the use 


TEDIOUS 


volving ratio 


CALCULATIONS _ in- 
and proportion, reduction 
and enlargement, and type sizes are 
eliminated by the “Calculaide™ 
developed by 
dromath Corp., 145 
New York 19, N. ¥ 


propor- 
American Hy- 
West 57 Street, 


This new propor- 


tion rule 


r--- 











tion rule solves such problems at a 
single setting. It also incorporates a pre- 
cision circular slide rule and provides 


both inch and 


edges. Measures 8-'s 


along its 
Made 


“Viny- 


pica scales 
inch square 
of non-flammable, non-warping 


lite” plastic. Price $2.95 


eee 


JOE BARNES has moved along to 


another job. We've had several articles 
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Don’t miss the boat 


REGISTER 
AND VOTE 


ITLL BEA 


= = OT = ELECTION 


DON’T BE LEFT OUT 


VOTE ON NOV.4% 


8 


LISTEN! READ! 
LOOK! TALK! 
ARGUE! THINK! 


"VOTE! 
© 


in The Reporter from his sound-think- 
ing brain... while he was ad manager 
for Perkins Glue Co., Landsdale, Pa. 
During July, Joe became executive editor 
of “Woodworkers Reporter,” published 
by Cosgrove Puublishing Co., Grand Ra- 
pids 2, Mich. Good luck! 


BING CROSBY and Mrs. Bob Hope 
people... but why do they 
let themselves (or their 
tied up with one of the “charity drives” 
little 


dise-selling scheme? 


are swell 
names) get 


more than a merchan 
The National Kids 
Hollywood 
envelope. 


which is 


sure 
Letter 
Bing; 


Day Foundation of 

crowds a lot into an 
from Mrs. 
coin card; donation form; 


Hope; memo from 
stamped re- 
turn envelope; guarantee slip; AND an 
individualized, unordered 
fountain pen. No 
these tricky mailings are 


They 


gold-stamped, 
matter how worthy 
the charity... 
should be 


public. 


souring the 


stopped. 


THE AMERICAN ALUMNI 
COUNCIL held this year’s Annual Con- 
ference in Sun Valley, Idaho (July 14- 
17). Larry Chait of Time, Inc. took the 
dircet occupied by this re- 
porter iast Lick. Lar- 
ry did a fine job with a carefully tai- 
lor-made talk on how 
or association secretaries can apply the 
basic principles of direct mail to their 
work. If 
Larry might be able to send you a copy. 
Chait, Director of 
List Research, at Time, 
Life Building, Rockefeller 
York 20, N. Y. 


mail spot 
year in French 


alumni groups 


interested in the whole story, 


Write Lawrence G. 
Inc., Time- 


Center, New 


YOUR VOTE WON'T 


vote as you please—but 


V@TC 
@ 


ILL BEA 


HOT 
ELECTION 
REGISTER 


AND VOTE 


7) 


SEE YOU AT 


REMEMBER 


REGISTER 


F YOU DON’T 


4 


SEE YOU 
AT THE 
POLLS 


5 


THE POLLS 


8 


vote as you 
please—but 


v@te 
© 


@ THE POLITICAL CONVENTIONS 
are over. Millions of people spent mil- 
They 
hours even though a 
More 


conception of 


lions of hours watching television. 
were not wasted 


lot of business time was lost 
clearer 
back to 


hullabaloo of an 


people have a 


politics. Let's get work and 


struggle through the 


election campaign. We should do it 


bitterness and without making 
T his reporter doesn't 
Most busi 


buttons be- 


without 
fools of ourselves. 
believe ir wearing buttons. 


nessmen should not wear 
cause they are bound to have customers 
and friends who are on the other side 
of the fence. But we can al! get together 
on a campaign to induce everyone to 
Whether they vote like we want 


reporter ap 


vote. 
them to or not. So this 
proves of the campaign designed by the 
is being as- 
Illustrated 


Advertising Council which 
sisted by Pitney-Bowes, Inc. 
here are nine different slug designs for 
your metering machine. If every com 
pany in the country used these designs 
during the next few months, it might 
have a powerful effect on getting more 
people to vote. You can order any one 


or more of the designs from Pitney- 


Bowes, Inc., Stamford, Conn. 
is $10 each for the rounded electrotype 


The price 


which fits into the postage meter ma 


chine. You will be doing your share 
in making it the biggest vote in history. 
You will be doing your share in telling 


the rest of the world that Democracy 
works. 
— 


A FOLLOW-UP to a Short Note 
in the June issue. We reported how 
Luke Kaiser of Printing & 


Letter Service, 620 Texas Ave., Houston 


Premier 


2, Texas got in trouble with the Secret 


Continued on page 34) 








Five factories and over 100 sales representatives are equipped to handle your 
usual and unusual envelope requirements. Write us your needs today 


"TENSION ENVELOPE CoRPORATION 


4 AVEN e T AVENUE 128 NORTH 2N srreer 


NEW YORK 3¢ N Y sT Louris 10 MISSOURI MINNEAPOL'S |. MINN 


1912 GRAN AVENUE 19TH AND CAMPBELL STS 
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WEEKLY CORDIAL CONTACTS 
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WHAT ‘LOOK’ THINKS ABOUT 
COPY, TESTS, AND MAILING PROBLEMS 


By Lewis Kleid /’ 





Kleid, president of 
Mailings Incorporated, 25 West 45 Street 
New York 36, N. Y. is constantly on the search 
for sound ideas. He frequently 


Reporter's Note: Lewis 


imterviews 
leading figures in the field and publishes his 
findings in a special bulletin he releases to 
a select group of mass mailers. This inter 
Maxwell ideas 
which should prove helpful to both large 
AND small users of the mail. Many of the 
principles of mail order can be applied to 
the other 48 uses of direct mail 


view with Ross contains 





Maxwell Ross 


its 


TO.000 


Q. Is there any merit in up-grad- 
ing the quality of the mailing piece 
(viz., better paper, more impressive 
envelopes, finer printing, etc.?) 


Q. What do you think about the 
use of teasers on envelopes and 


their affect on how well direct mail 
is read? 


Lewis Kleid 
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this but are extremely dan 
poor teaser is Worse than 


he 


Q. A number of mailers use a 
Third Class printed indicia on their 
envelopes, tilting the stamp design. 
What's the idea behind this? 


Gry 


\ 


Q. What do you think are the 
most desirable elements for a mail 
order mailing? 


Business firms are like trees - - 


Q. There are many reply device 
ideas. Is there any special advan- 


. o 
tage to any one form? Do you be- they come in all sizes... 


lieve in a simple “yes” or “no” 


type of reply device or a complex and they g row 


order form? 


In the vast forests of our land there are trees of many sizes 

from the year old sapling to the giant oak. It's the wise 
woodsman who can determine the best size tree for his 
particular use. To chop here, there and everywhere would 
be wasteful in time and money 


Likewise in the forest that is business there are some 
five million today . it's the enterprising user of the mails 
who can determine the size business he can best sell 

who knows his best potential market 


With this in mind Creative Mailing Service has compiled its 
list of Rated Business Firms. It gives the mailer latitude in 
working with a general business list 


| Permits the mailer to test businesses of various 
sizes to determine what market best reacts to 
his offer 
Permits the mailer to pin-point his message to the 
size business he can best sell 


Y es, business firms are like trees And like trees they gzrow 
today one size, tomorrow another. They change, in size 
in financial rating, in structure, in direction. That is why 
Creative Mailing Service recon piles its Rated Business 
Firms list on a regular basis to keep pace with never 
ending change. For further information, call or write 


Call 
CREATIVE MAILING SERVICE, imc. | Freeport 
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4,000,000 


BUSIN 


Write Dep't 
a sd ee 


W. S. PONTON, INC. 50 East 42nd St., New York 17, N.Y. 


you rather start a letter “Dear 
Friend” or “Dear Reader”, etc.? 
\. you | eu ime | 


on 


rob 


the 


Q. What is your thought on tim- 
ing, i.e., mailings before and after 
holidays? 


we 
5 Dear 
ulls “Dear I 


| rend 
ty niend 
Q. | know you are interested in 
copy and copy testing. What are 
the elements of a good letter? 
Q. Does the weather have any ne * Sigg “1 
effect on mailing response? oe ee ee eee 


\. Ye 


Our 


Q. Do important events in the 
news affect returns? 


\ ' W he 


Q. In writing letter copy do you 
prefer running headlines or would 


ESS EXECUTIVES 


R”’ for FREE Catalog, , 





S not all, 


here us the nportant part, 


in addition better yet, 
re, there § just one thi 


Ss mx 


Q. Can you learn much by get- 
ting someone else’s opinion on a 
piece of direct mail copy that a 
member of your staff has written? 

\. Not always ex 

, : in 


what 


People don't de 
they will 
register 15S 


Miers can regard 


ration as a test 
the answers 
Ual mall 


Q. What little mechanical devices 
do you use to improve the appear- 
ance of your letters? 

\ Far twe Litt tine nd ettort 
t of ect to make 


to 


S sx 
easy 

' 

noving 

too long 

weak 

ny ind 

notations, 


ts 
} 


Q. What about the mechanics of 
reproduction—i.e., multigraph ver- 
sus offset blue versus black 
signature—one color versus two 
colors in the body? 


PONEER MO' 


872 


PHOTOENGRAVERS SINCE 


460 W. 34th ST., N. Y. C. 


| 


LOngacre 4-2640 





Q. Have you ever been able to 
use names such as: “Occupant”, 
“Post Office Boxholder”, or phone 
lists? 


Q. What importance does Look 
and Quick place upon direct mail 
selling? 


OYuy 


Q. Is there any advantage in 
using odd amount offers such as: 
$2.99, $1.98, or $1.49? 

\ We |} thas 
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HAMILTON PAPERS 


Here's a way to make the most of a short 


message. Print it piecemeal on an accor- 


dion folder, and the folds will slow down 
the reading rate so that every word gets full 
attention. The length of the message need 


only be limited by the size of the paper 


When accordion folders are made with 
Hamilton Text and Cover Papers, you have 
the widest possible variety to choose from 


not only of sizes, but of textures, sur 


W.Cc 


faces, colors and weights. These fine papers 
are specially made for direct-mail advertis- 
ers who need distinctive paper on which to 
print pieces such as folders, booklets, port 


folios and envelope enclosures 


The accordion folder above, titled “What 


is expensive printing?” contains a_ short 


editorial addressed to people who have to 
pay for printing. Fill in the coupon below 


and we'll send you a copy 


HAMILTON & SONS, MIQUON, PA 


Philadelphia's Famous Paper Manufacturers 


Offices in New York, Chicago, Los 


Hamilton & Sons 


Please send me a copy of 


Name 


Fusiyts? 


Street 


City 


Angeles 
Dept. R-8, Miquon, Pa 


> 


What is expensive printing 








rT am “elaa) SALTCHES 
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OOK ICT nhowing cure 
116 WEST CLINTON AVE. 
RAYMOND LUFKIN TENAFLY, NEW JERSEY 
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Q. What has been your experi- 
ence as to the comparative merits 
of type addressing vs. hand ad- 
dressing vs. stencil vs. label? 

\ Tf two ' , - 


Q. Which remittance arrange- 
ment would give you the greatest 
number of orders? 


\. tn raiiy 1M 


( } 


Q. In testing lists do you use 
any special fixed quantities or do 
you have some sort of formula? 

\ \\ ; | 


uantity 


the 


retesting 


quantty 


j 
ina 


< 
10.000 
four 


AcVC 1 


Q. Do you find that a bulk print- 
ed indicia is better than a meter 
indicia or stamps? 

A. It cost we | 


Q. Have you found that pebbling 
or using special grain finishes on 
the paper of the reply envelope 
improves response? 


her one 


' | 
those smal 


, , 
xperiment with (i tilt 
nve 


worth 


Q. Do you find it advantageous 
to select geographical areas in 
mailings or do you take the lists 
as they come? 


\. Yes. It pay 


ond tions 


Q. Can you tell me some more 
about your testing principles? 
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WE ARE CHARTER MEMBERS OF THE NATIONAL 
COUNCIL OF MAILING LIST BROKERS 

FREE details about 

YOUR OWN product 


Return this coupon for complete 


MADDERN 


or service 


recommended lists for 


Cn NIN 


Return this coupon if want to earn as much as 


$1500 per M for the 
buyer's list 


you 


one-time rental use of your 


prospect or to our non-competitive clients 
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HARD-HITTING 
CAMPAIGN 


THE LETTER 


nearest sales 
office—or write 
REPLY-O-LETTER 
150 W. 22nd St. 

WY. 11, WY. 


UP TO 50,000 IMPRESSIONS DAILY 
A Combination 3 in One 


ENVELOPE, SMALL JOB 
and IMPRINTING PRESS 


6 pe hour with quality and register 
nd y Jer onstruction Cor 
s feed and extension delivery 
ENVELOPE PRINTING 
pay jrug commercial 


3 


IMPRINTING 
erature abels 


artons, et 


5 tutu ond B. VERNER & CO., INC. 


rape le 52 DUANE STREET - NEW YORK 7. N.Y 


Particulars sent on request 











PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now — ‘brush-up" with this modern, complete and fully 
illustrated guide to correct photoengraving methods 
24 HOUR SERVICE 


108 pages—Lovishly illustrated in black and white, and color 


HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N. Y 
Tel. MU 9-8585 * Branch Office: MArket 2-4171 


And don't forget Horan's 
oround the clock 
service whether your 
problem is 
black and white, 
bendoy or color process. 
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At NIAA’S 30th Conference 
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Buut, “The general framework of in 
troducing a new product differs little 
trom the promotion of an established 
product line advertising, direct mail, 
exhibits, catalogs, booklets, samples 


and sales training all play an important 


part.” 


@ The Industrial Publicity Techniques 
Panel was loaded with helptul stuff 
tor getting publicity in print. Modera 
tor George Black, Public Relations 
Division, The Cooper Alloy Foundry 
Co., Hillside 5, 
big emphasis on the importance of : 
preliminary research and planning in Nelson Bond, Vice-President, McGraw-Hill Publishing Co., left, presents the $1,000 first-place 
carrying through a successful indus McGraw-Hill Award to H. E. McDonald, Jr. (Walker & Downing), president of Industrial 
trial public itv program George demon Advertisers Council of Pittsburg. Lookers-on are Charles Farran (Griswold-Eshleman), president 
. 11 , of the Industrial Marketers of Cleveland — winner of the second-place award — and Jackson 
strated his main theme by blindtolding Hazlewood (Fuller & Smith & Ross, Inc.), committee member in charge of making the awards, 
1 pretty model and having her attempt riaht, The McGraw-Hill Award is made to local chapters for outstanding projects in behaif 
to hit the bull’s-eye of a target with ot industrial advertising 


ew Jersey placed 


rubber suction darts to point up Tt 
ing the power of word-ot-mouth con c 


‘ | 

the five musts of a planned industrial 

re tact at the employee level . . that 
publicity program : 

: we've overlooked cultivating this most 

1. You have f intimate form of communication while 

' hard at work applying the techniques 

of professional advertising and public 


relations. Chester Lang's point 


publicist 
must h 


@® Heard many comments among ad 


vertisers and agencies that they d like 
to see and hear more about 
mail, next year in Pittsburgh 
32nd Annual the importance 
letters, how to write them, how 
better merchandise publication ad 
using, how to use direct mail to the 
best advantage, how to determine how 
much direct mail to use and in what 
onthe He sales » ailies “ form, how much the advertising 

The two other panelists, Harry W hevenenaliis ' allow vl cy should do. We'd be glad to hel 
Smith, Jr. of Harry W. Smith, Inc. and ' 
Harold Schor of Tech Industry Ser 


vices, presented specific case histories 


showing how pre planni yy resulted n 
successtul campaigns 

Incidentally, if you're interested in 
turther study, pick upu George Black's 
book, “Planned Industrial Publicity 
which was published by Putman 
Publishing Co., Chicago, Illinois early 


this year 


° Wish you could have he urd lun 
cheon speakers, Chester H. Lang, 


) 1 ] 
Vice President, General Electric Com New NIAA President is Gene Wedereit, Di- The Putman Awards, given to those who best 
pany, Schenectady, and Fairfax Cone, rector of Advertising, The Girdler Corp demonstrate industrial advertising’s effective- 
Foote, Cone and Belding. Oddly and Tube Turns, Inc., Lovisville, Kentucky ness in making sales, went to ten. In first 
Gene (right) is shown with outgoing presi- place: Raymond P. Wiggers, Advertising 
dent, J. F. Apsey, Jr., Advertising Manager, Manager, the Frank G. Hough Co., Liberty- 
Black & Decker, Mfg. Co., Baltimore. George ville, Mlinois, (right) shown accepting from 
understanding of the processes of com Black, of Cooper Alloy Foundry is this year’s Col. Russell 1. Potmen, president, Pulmen 
munication ... the need for appreciat Secretary-Treasurer Publishing Co., Chicago 


enough, each, at two different lun 


cheons, spoke ot the need for a greater 
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A UNIQUE METHOD FOR TEACHING 
OTHERS HOW TO WRITE LETTERS 


By Ivor A. Trapolin 





Reporter's Note: Ivor Trapolin teaches Busi- 
ness Communication at Loyola University of 
the South. He presented the findings print- 
ed here at the last Convention of the Amer 
ican Business Writing Association in New 
Orleans. We think his approach to letter im 
provement is worth serious consideration 
Mr. Trapolin n addition to lecturing at 
Loyola, is a business consultant in sales tech 
niques and communications, the owner of 
a real estate management business, and the 
author of articles on industry-education co- 
operation. The New Orleans Junior Cham 
ber of Commerce presented him in 1950 
with the Distinguished Service Award Key 
for outstanding civic achievement. See 
Footnote” in Page 24 
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good 

one about 
the two ladies standir in front ot 
the movie house look g at the dis 
plays. The signs read, “COLOSSAL!” 
STUPENDOUS'! ‘THE BEST 
MOVIE HOLLYWOOD EVER 
PRODUCED CHUCK FULL OI 
ROMANCE! YOULL ENJOY 
EVERY MINUTE OF IT!” One lady 


isks the other, “Wonder if it’s any Most businessmen 
ir are harder to reach 
So What than Garcia. Your 
" mailing piece faces 
tougher obstacles 
than enemy sen- 
tries, steaming jun- 
gies, festering 
swamps. 


GOT AN IMPORTANT 


a 


But the New Im- 
proved WARE POST- 
CARD will carry your 
message through 
watchdog secretar- 
ies, over mountains 
of mail, past yawn- 
ing wastebaskets, 
into the hands of 
decision-making 
executives. 


MESSAGE FOR GARCIA? 


New WARE POST- 

CARD has a clean, 

crisp appearance 

vincing that commands 

respect. A micro- 

smooth finish on 

scien ‘teed both sides delivers 

4 “ie a sharper, easier-to- 

— read impression 

I write with letterpress or 

1 be. | offset printing. Fine 

bit of thought screen halftones 

nusiness letter and large solids 

| show new life on 

WARE POSTCARD. 

Even its snap has a 
ring of authority. 


ts that this 


j 
ry ietter 


snc 


it some 


to the 


irious sec 7 New Improved WARE POSTCARD gives your mailing 
a . piece an importance too demanding to ignore. So when you have 
‘ a message to carry to Garcia, depend on WARE POSTCARD to 


re ider 
to start deliver it into the right hands. 
th it t ¢ 
< 1 bene 


vie cee:  McLAURIN-JONES CO 
to The ¢ = s 


mation about ur product 
of the letter is saving “I am Makers of Old Tavern Gold and Platinum Papers, Guaranteed Fiat Gummed Papers, Relyon Reproduction 
} Paper and Waretone Mirror Finish Papers. 


rical prospect for your goods.” 
BROOKFIELD, MASSACHUSETTS 
OFFICES IN: NEW YORK CHICAGO CINCINNATI LOS ANGELES 
AUGUST, 1952 Mills located at: Brookfield and Ware, Mass Grand Rapids, Mich. and Homer, La, 
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\RANTEED 


How about order letters? In mos 
cases the order is the benefit and the 
credit rating is the proof. But when 


there's a shortage of merchandise 
ms tor twenty customers 
\ 


who omt out the ad 


ng to them will get 


innouncemel r tor 


rt worthless, unless they 


opens his own imsurance 


nar 
wency His announcement should tel 


e olfers to the reader that the 
getting now of that the 
yet cise where It's only 


nd proof that the writer 


to change his insurance 


uy insurance trom him 


PAY OFF 


IN DOLLARS 


Enjoy these real savings in 
your Envelope purchases 


Users like the looks and feel of these crisp, really 


white envelopes like the way they take printing 


typing, ink and erasing — like the way they seal and 


This printed GUARANTEE slip 
» every box of U.S.E. White 
Wove Envelopes protects the 
Merchant, the Printer and the 
proof of quolity 
of satisfaction all 
ne 


travel and protect 


Printers like the smooth gum (no lumps to bust type ') 
like the easy make-ready, the clear sharp printing 


impressions and flat, steady press feed with perfect 


alignment mile after mile! 


More Dollars 
for You 


in this 144-page 
U.S.E. Handbook 
of Envelope Prod 
ucts and Purposes 

an idea file for 
Users and Printers 
Ask your envelope 
supplier for o free 


copy few pennies into DOLLARS 


ee, 


And folks who receive these envelopes in the mail 
(and millions do) get a favorabk impression. You see, 
it takes a good envelope to travel all night and arrive 


fresh as a daisy! 


All of which saves money for everybody turns a 


PLUS! Think it over! 


, UNITED STATES ENVELOPE COMPANY 
‘ Springfield 2, Massachusetts 


14 Divisions from Coast to Coast 


In most cases the benefits are more 
protection or better service. But there 
is no sale unless the reader sees it, 
understands it, believes it, wants it. 
In adjustment letters, the benefit 1s 
the satistactory adjustment. In collec 
tion letters the benefits might be good 
business, pride, self-interest, honor, 
ommunity prestige. In letters of ap 
benefit is what the ap 


role won the 
plicant can do tor the prospective 
employer. The proof is his education 
ind experience 

At this point the employee or stu 
dent says, “Oh, it might be all right 
for positive letters, but how about 
the letters rejecting credit or 


We're 


The answer to this question 1s that 


saying 
sorry, we dont have any 

il] letters must be positive. The letter 
that refuses to accept a man’s credit 
has as its job the selling of the firm's 
COD, or Cash, or Lay-Away 


This letter must convince the reader 


plans 


that you want to help him. You prove 


} f 


”" ottering him a choice of avail 

plans 
As for the letters that say, “We 
don't have any, we don't have that 
size, we don't carry that brand,” it 
must be recognized that men are not 
in business to say “We don't Your 
job is to help the customer get what 
he needs. It is very likely that what 
you have zs what he needs. The aver 
ye customer doesn't know your mer 
What he 


| 
asks for is often misleading and not 


1 
chandise as well as you do 


actually what he wants or needs. To 
solve this, ask yourself, is what you 
have what he needs? If so, then help 


him solve his problem with your 


merchandise. If not, sell him your 


good will. Tell him where he can get 
what he wants. Or get it for him. 
Yes, every letter should be a sales 
letter. If you are following the sales 
upproach in your correspondence, you’ 
re getting results. If not, your letters 
are costing you a lot more than they 
should. The sure test is to put the 
diagrams alongside every letter. Try 


it today. 


Sorry we could not reproduce 
lvor's Diagrams” in the article at 
appropriate places. Arrived too 
late for our press time. Mr. Tra- 
polin simply draws four sketches 
on a blackboard while he is lec- 
turing to his classes. They are 
simple. You can draw them your- 
self. The first is a flame; next an 
outline of man on island with a 
bridge leading from island; third, 
an outline of a brief case; fourth, 
just legs of a man walking 
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© A Scientific Mind Looks 


At Advertising Copy 


By Erwin Di Cyan 





Reporter's Note: The firm of Di Cyan & 
Brown, 12 East 41 Street, New York, N.Y 
is engaged as consulting chemists by phar- 
maceutical manufacturers, by advertising agen- 
cies handling food, drug and cosmetic ac- 
counts and by attorneys who want technical 
aspects of food, drug and cosmetic prose- 
cutions. Mr. Di Cyan edits and produces a 
monthly, 4-page bulletin of scientific com- 
ments and interpretations for clients in all 
related fields. We were intrigued by a sec- 
tion of the June 1952 issue devoted to an 
analysis of advertising copy. It is worth 
reprinting for the records. If Mr. Di Cyan’s 
advice would be taken seriously there 
would not be so much furor about false 
and misleading advertising 





Our equipm i ( renting on 
vivertising copy con tro a wide 
experience of g screntifnic data 


or technical fac be used in ad 
ertising copy, fro iewing and 


revising copy for our advertising agen 


cy clients to have t contorm to facts 
ind remove violative implications, and, 
finally, is a consumer fron 
py that ansells a potential purchaser 


re iding 


Advertising copy is not primarily 
in informational organ—its primary 
purpose is to induce potential pur 


chasers to buy. Except for institutional 


a) 


copy, advertising py is primarily 
1] 
| 


intended to sell something. Though 


we are not advertising men and though 


we cannot write sellin copy, we 


g 
presume to hold some opinions on 


copy that is designed I 


hef Il 
betore copy can 


. One such 


to se 


pinion 1s that 

nust inform the reader. In that 
fashion copy is informative and_ there 
fore, at least quasi-informational. 


What's Wrong With Copy 
Advertising copy frequently fails to 
give information because intormative 
facts are not sought, or overlooked, 
or perhaps not 
not because facts are unavailable. Copy 


mportant 


ntending to sell pr cts to the scien 
tist or technical } ditterent in 
many respects from copy intending to 


sell commodities to the public at large 
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scientist deals with facts, thinks 
of tacts ind responds to a 


wctual appeal. Copy directed to him 
x” concerned basically with 
determining whether copy 

i scientific purchaser 

these requirements, it 1s well 
if the copy answers certain fac 
ral questions For example, a de 
scription of the product is taken for 
granted quite frequently, so that the 


Copy | 


“what is it?” 


oes not answer the question 
Lack of idequate de 
scription gives the reader an incom 


, 
plete picture 


Other Questions 


What does it do? It is assumed, and 
properly so, that the reader is fa 
miliar enough with an object or pro 
duct to know what it does and tor 
what it is used. But is there no pos 
sibility for its usefulness for related 
purposes ? Detailed Statements as to 
what a product does, stimulates ideas 
leading to other applications. In say 
ing what a product does it is_ well 
to indicate how i®does it, so that 
greater familiarization on the part of 
the reader can take place 

Why is it necessary or convenient? 
Too often, the potential user wishes 
to be given a reason why he should 
buy the product extolled in the copy, 
even if only to clear his own con 
science for expending for its purchase. 
And in too many instances advertising 
copy takes that important prerequisite 
for granted: or, it may be content 
with listing a number of companies 
who have purchased the product, is 
the reason to the potential purchaser 
to acquire it. In stating why the pro 
duct is necessary or adds to conven 
ience, it is desirable of course, to indi 
cate its advantages over competing 
products 


Too frequently, copy unsells the po 
tential scientific purchaser. One reason 
may be the presence of unrelated 


matter instead of facts. Or, the us 
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MAIL ORDER LIST SERVICE, Inc 
38 Newbury St Boston 16, Mas 
NEW MAIL ORDER CUSTOMERS IN VOLUME 





Write for your copy of our mew 1952 
Envelope and ‘Mail-vertising” catalog—it is 
a compendium of useful knowledge on 
“Envelopitis.”” tt tells you how to use en 
velopes—the right envelope for a specific 
purpose. Pages 4 and 5 will best indicate 
how we can both save and make money 
for you. thru your use of our products 
and facilities 


DIRECT MAIL ENVELOPE CO., INC 
15 West 20th Street, New York 11, N. Y 
WaAtkins 4-0500 











better 
production 
brings 

better results 


There’s a best way to produce 
direct mail. . . . 
MASA members study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding; share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with 
“cheap” production you tamper 
with results. 
To check the effectiveness of 
your production source 
Always say, “Are you 
) we BE T URC E for ‘ 


multigraphin 


MASA?” 

reative direct 

3, mimeo 

and letterpress printing 

3 service, mailing sts 

nation about postal regulations 
better direct mail results 
For names of MASA 


nembers nearest yo write 


Mail Advertising 
Service Association 


18652 Fairfield Avenue 
Detroit 21, Michigan 
MASA 














p 0 N T 0) \ IG MAILING DEPARTMENT is completely mechanized 
and streamlined for 


fast, accurate and effi- 


The House of Direct Mail cient service, — at lower costs to you . . . No 


Write for FREE Catalog Direct Mail Campaign too large — or too small. 
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Leo P. Bott, Jr., 64 E. Jackson, Chicago 
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MAILING LISTS 


for Every Purpose 


1500 DIFFERENT CATEGORIES 


Clorgymen 
bes 
Associations 
Members 
Alumni 


eet Owners 


Write on your 


DUNHILL 


565 Fifth Ave., N 


Fraternities 
Golfers 
Govt Employees 
Home Owners 
Housewives 
Installment 
Mail Order Buyers 
Mail Order Houses 
Manufacturers 
ithborhood Lists 
New Business 
New Mothers 
Nurses 
Office Workers 
*olitical enders 
Professional People 
Purchasing Agents 
Religious Groups 
Retail & Dept 
Stores 
Scientists 
Sportamen 
Stock holders 
Teachers 
Teen-Agers 
Television Owners 
Top Salesemen 
Treasurers 
Veterans (Korean) 
Voters Rewist ered 
Wealthy Men 
& Women 
Wholesalers 


business letterhead 


or FREE 


Catalog 


INTERNATIONAL 
LIST CO., INC. 


Y. 17, Plaza 3-0833 





makes from 
2 to 8 copies 
with One typing 


No Machines, No Stencils, 
No Attachments 
Use any typewriter ! 


Write for FREE sample 


Penny Label Ce. 


$ Murray St. | Name 


New York 7, 4. Y 
Please send me 
FREE sample of 
your TIME & LABOR 


Firm 


saving ‘‘CARBO.| Address 


SNAP” addressing 
ladels 


Zone. State _ 


registration is $35 for members; $45 
Includes all meet 
parties, etc. Wives 
Single day regis 


tor non-members. 
ings, luncheon, 
of registrants, $15. 
trations, $15. You can register in 
advance by writing DMAA, 17 East 
42 Street, New York 17, N. Y. Make 


room direct to Shore 
ham Hotel. Watch the September 
Reporter for more details. But plan 


reservations 


to be in Washington. It is your one 
chance of the year to find out in 
what others § are 


personal contacts 


doing to make direct mail work. 


How to Keep Young 
With Direct Mail 





Reporter's Note: Many months ago, we re- 
ceived a fascinating letter from subscriber 
E. W. Blew on the stationery of Casa Blanca 
Motel, 717 Hiway 101 (one-half mile from 
Del Mar Race Track), Solana Beach, Calif. 
He commented on The Reporter and of- 
fered some valuable suggestions. But what 
intrigued vs most was his brief references 
about buying this motel as a hobby or ex- 
periment after retirement; how he installed 
Avto-typists to drum up business; how he 
jumped in to use direct mail to revitalize 
the California Motel Association; how he was 
branching ovt to help other businessmen 
to use direct mail to reactivate lost custom- 
ers. So we wrote and asked for more 
details, Wanted to find out what caused 
all this fire and enthusiasm. Hope you'll 
agree that his is one of the finest personal 
case histories ever printed in The Reporter 
Memo to Verne Child (who sells Avto-ty- 
pists out there in California): How about 
you and Vera driving “E. W.” and Marian 
Blew to the Washington Convention? What 
2 testimonial! 





At last, Henry Hoke . 

I am getting down to answering 
your letter 

Yes, I do yo back to the old days 
in DMAA. I came out to California 
first in 1910, but went back to Chicago 
in 1915. It was in 1916 and 1917 I 
attended an advertising class conduct 
ed by some of the agency men in 
that city. Jewel F. 
of the instructors. He had 
agency which is still going 
Jewel and I have kept in touch with 
each other over the years. 

In 1920 we (my wife and I) went 
to Florida for our boy's health. While 
there I was secretary of the Cham 
ber of Commerce at Tarpon Springs. 
The organization had not done much, 
but I reorganized it and made a going 
organization of it. We brought in a 
lot of people for the winters. This 
was done largely through direct mail 

The fall of 1924 I went with the 


Stevens was one 
his own 
strong. 


Multigraph salesman. 
Iwo years later I became 
manager. This was at Spokane, Wash 
ington. In 1927 I was transferred to 
Portland, Oregon. All the time with 
the Multigraph Company I used the 
mails consistently to get business. Con 


Company as 
division 


sequently, my division was near the 
top right along. I was a winner in a 
number of contests. 

We came down to California in 
1932 to our daughter's graduation and 
we decided to remain. I opened a 
camera store in Whittier. The camera 
had been my hobby for twenty years. 
This was right in the midst of the 
depression. But the business grew and 
grew until we decided to retire in 
1945, 

From 1945 to 1950 we traveled over 
the United States, Mexico, Canada 
and spent six months with our car 
in Europe. This was a_ photographic 
trip. We had the time of our lives. 
rain, the trip 


have 


1949 was tree from 
grand 


memories of those days. 


was a success and we 
happy 
On our return from Europe, I de 
back into business. A 
bought the 
investment 


cided to get 
little later in 1950 we 
Casa Blanca Motel as an 
and to prove that a_ well managed 
motel could be a fine paying business. 
We have have up 
graded the motel and it now has a 


proved it. We 
fine reputation for cleanliness, com 
tort and convenience. It is one of the 
best motels between San Diego and 
Los Angeles. We have added so many 
acceptable features that it has become 
an outstanding motel. 

I write to most of our guests letters 
of appreciation and selling. The Auto 
typist serves me well, for all letters 
have personal touches in them. | 
write to the doctors, dentists, lawyers 
and other professional men to get 
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them to take time off and relax at 


the Casa Blanca. Pays, too! 


You see, | am nearly seventy, but 
my wite and I keep young by new 
adventures. We have had a lot of fun 
upgrading this place and having the 
ipprobation of the publi 

Now I am going back my old 
ove ... writing letters. m organiz 
ng to offer a_ service r the culti 
vation of customer relations... the 
creating of goodwill through letters 

ippreciation to customers. It will 

as its basi dea a customer 

determine possibilities tor 

menting relations of customers and 
ncreased sales to customers. 


All through the years I have used 


direct mail, especially letters. I have 


business grow and increase. Above 

I have found it \ profitable. 
Newspapers and radio have been test 
ed They have not riven the return 


that I have been able to secure through 


the use of the mails 


When I began my letter-writing 
career in Chicago in 1917, I little 
realized how it would be a valuable 
asset down through the years. I could 
n't see what it would do to make my 
work more profitable. Looking back, 
I can see how letters have been a 
means ol bringing in business that 
otherwise would not have been real 
zed 

You ask for the names of concerns 
I have served. Most of them were 
I? 


' , > 
yack in teens and 20s ie names of 


many h 


ave slipped my memory. | 
used to work with optometrists a great 
deal. Welsh’s Markets in Spokane 
reaped some fine business from my 
letters and direct mail. 

My business in Whittier was largely 

on letters. It was a very suc 
tul operation 

As I believe I wrote to you, I have 
had better than 60 percent acceptance 
of the letters that I have submitted 
to The Sales Letter Round Table 
of SALES MANAGEMENT MAG 
AZINE. I didn’t miss a month for 
the first six months I was a member 
and won a $10 award one month. 

[ enjoy The REPORTER very much 
ind look forward to its arrival each 
month. The DMAA no bears my 
name as a member hope to get 
to Washington for the convention. 

There is one thing that I know and 
that is that direct mail, properly 
prepared, can do marvels at mes. It 
can do a_ steady pulling bright 
along. For me, it has been the most 


profitable medium I have used 


(signed) E. W. Bleu 


AUGUST, 1952 


TIP! We here at The Reporter are receiving more and more 
requests to recommend competent agencies, copywriters, artists 
who can turn out anything from a series of letters to taking over 
entire promotions. If you can provide the service, let us know 
about it. You might also put a listing in The Direct Mail 
Directory (Page 33) 








that sell more, faster 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 








YOU 
be the JUDGE 


of these “blue ribbon” values 
in Direct Mail Equipment! 


A good judge of value will recognize this 
opportunity to obtain dependable rebuilt 
direct mail equipment at savings of hundreds 
of dollars. 
Each machine has been completely rebuilt by 
mechanics trained in modern factory methods 
and is guaranteed to be the equal of new in appearance and performance. Yet 
each machine is priced far below the cost of new equipment. 
Remember . . . for the best value, everytime, in direct mail equipment 
it will pay you to contact us first. 


MODEL 2066 MULTILITH 


14x20, with Davidson Suction Feed. Com- 
plete with “extras.” Speeds up to 6000 
sheets per hour. Completely rebuilt — 
fully guaranteed. 


$1950 


MIMEOGRAPH 
Model 92 $425 


Fully automatic machine that’s easy-to-oper- 
ate. Takes postcards to 8'2"x14" sheets. 
Accurate registration. Automatic inking. 
Finished in “Hammertone”™ Grey. 


Also Available at Low Prices: 


All model Mimeographs, Elliott Addressers, 
and new and used Ditto Duplicators. 


ADDRESSOGRAPH 
Model 2200 $275 


Electrically operated. Ten times faster than 
fast typist. Addresses envelopes, cards, cir- 
culars at speeds up to 1500 impressions per 
hour. Takes full tray of plates at a time. 
ALSO: Savings on all models of Addresso- 
graph machines, Graphotype and Speedau- 
mat equipment, Addressograph Frames and 
Cabinets, Postage Meters and _ Sealing 
Machines. 


Addressing Machine & Equipment Co. 
326 Broadway, New York 7, N.Y. © HA 2-6700 











THE ELEPHANT 
STORY 


reporter ippe ired in 


Annual Convention of the 


Results of a 4-Way 
Test to Secure Inquiries 


Duberculosis \ssox ion, we 
rited stion-and 
rite que 1¢ in 


ittrac 


By Alan Dugdale 


Thanks to Alan Dugdale 
for this interesting report of a conclusive 


Reporter's Note 


test. Alan, as many of you know, is the son 
and partner of sound-thinking George Dug- 
dale of Drumcliff Advertising Service, Tow- ih MIS 7 double 
son 4, Maryland. Here is a logical approach 
to the problem of increased costs. instead 
of fooling around with marginal or sub- 


quotas by 100‘. 


n shows little difference 


marginal lists (as some experts have sug- rom the indicia torr 


gested) find out what works best on primary s; co ‘ 1 with the government 


lists in developing inquiries which can be louble <« 

turned into profitable sales duced , heavier volume of 

somewhat lower ratio 
the two double 


more customers 
nel 779 


ment post ul 


there 
January l 


\ 
vernment postal 
ndicia m. The rate 


: = the inquiries pro 
OOO eac were mated 


was 


" 
most 


same list The mes 

lentical in all cases, 
rr plates 
iment postal 


required sup 


? OOO same message } 
| | 

stock with indicia 

Prospect require | 


postage to re 


messaye 


etlort was 
or verted into 
repeat sales 


} 


to establish 


Inquiries 


No. mailed Recd 


“A” — Postal card 
“B” — Indicia card 
‘C” — Bus. reply 
“D” — Unpaid reply 


2,000 
2,000 
2,000 
2,000 


282 
245 
607 
521 


' 
siness reply form proc 


Orders 


lu ed 


the torn requir 
1 by the inquirer 


conversion was § ightly 


busine ss 
Inquiries than 
stam at an 


stage 
SO in 
each 
iddition i tol 


idditional custom 


conver 


if not 
reasonable 
the dou iC 
the 


additional mai 


Rate of 
Recd. Conversion 
72 25.0'. 
60 24.5'. 

114 18.8. 

101 19.4°. 
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A WORD 
ABOUT LETTERS 


Reporter's Note: We found the above tongve- 
in-cheek advice about 
interesting bulletin called 


writing in the al 
“Mailway,” 
published occasionally by The St. John As- 
sociates, inc., 75 West 45 Street, New York 
N. Y. It's not only good advice it’s 
good writing 


ways 


y their Hans Christian An 
Uncle Wig And when 
I ! iting bus 
promo 


born. 


water 
worst 
DY hesita 


260,000 Manura 


CT 
PLANTS URERS, 


» INDUSTRIALS 
W. S. PONTON, Inc., 


AUGUST, 1952 


50 East 42nd St 


And the 


fortunately, not always. In tact, the 


rT) : 
asa that? answer 


lirect mail we write could be better 


in ever (and more often) if we 


w things in mind whenever 


we sit down to stare at those type 


1 

writer KeVS 
] ! 

\ letter is only 

versation in print with one 


erence 
The talk 
you have to 


that n 


only goes one way. So 


inswer all the questions 
arise in the reader's mind, 
You have to stick 


writing that 


is you rm along 


to your one purpose n 


, 1 1 
etter—and make every line back up 


that purpose clearly and convincingly 


Then 


versation, 


remember that copy, like con 


must be interesting. It re 


quires rhythm, poise, inflection, em 


phasis, tone. To get those effects you 


(with discretion) spacing, 
short 
caps, etc.—and above all the 


words 


] 
SIMply use 
lines 

I . 


excilamations, underscores, 


wonder 


tu rhythm of themselves 


Lastly, copy must be alive, but neve 
irrogant. It must be 


tal 
it 


polite, but at 
! 


] 


should 


thought, end 


ve, strong but sincere It 


start with a common 


on a friendly note, leave with a 


good impression. 
then 


You 


Chesterfield, 


That's all there is to it 
just weave in 1 little 
thread in some Barnum, highlight your 
Shavian wit—and_ then 


words with 


let your mailing house give it the 


good treatment it deserves 


UNTANGLING A 
MISUNDERSTANDING 


In the April 1952 Reporter, we ran 


Note 


the following Short 

rRICKY 
lot of 
noved 


OFFERS are 
One indignant and an- 
wrote us recently de- 
scribing her experience. The letter which 


irritating a 
people. 


secretary 


caught her eye had one of those “tested”, 
sure-pull openers about a valuable free 
booklet and the writer assured the read- 
er... “I would like to send you a copy 
with my compliments.” The secretary 
thought her boss would like the bookiet. 
Only when she was 
turn card did she 
print that it was an 


signing the re- 
small 
order for a $24. 
letter completely 
evaded the price subject. We agree with 
This kind of 


discover in 


annual service. The 


the annoyed secretary. 


1,400,000 RETA) 


TRADE Seve me 


L 
CTIONS 


New York 17.N_.Y Phone 


MUrray Hill 7-5311 


selling is too tricky. It is not honest. It 
may get a high percentage of response, 
but what good will 
among the 


Although we 


the name of the company 


approach (because most of 


bevye nd 


about the loss of 

non-responders? 
deliberately withheld 
using this 
their work 
is reproach), the advertising 
manager spotted the item and sensed 


he was the target. 


He wrote an indignant and blister 


page letter. How did we 


} 
know people are being irritated? How 


ng, two 


Have we made a 
Why pick on him 
when everyone is using premium of 


we don't like 


why does The Reporter use premiums 


many are irritated? 


statistical survey? 


ters? If premium otters, 


to get new subscribers? Or is Garden 
operation so big now that right 
know what left hand is 


doing? Etc., etc., etc. 


Cty 


hand doesnt 


[he critic of our criticism missed 


the point entirely. We do not criticize 
just to fill space, or to be funny We 
survey to de 


don’t need a statistical 


termine if people are being irritated 
tricky (not clear) 
offers. Our daily mail tells us the story 


We hear tt l 


travels 
around the 


by high-pre ssure, 


constantly in our 
country. We hear it at 
Read about it in other 
People ARI 


idvertising 


conventions 
magazines irritated with 
misleading 

The letter we criticized in the 


studiously 


April 


ssuce avoided the cost ot 
getting the offered premium. The cost 
was not mentioned until the second 
ary print in the order card. That was 


what the secretary objected to. We 


greed, 
And we 
to premium 


honest ind 


ire definitely not opposed 


offers . . if they are 


explained without hokum 


Premiums are valuable for getting new 
The best 


customers premium (1) 


one that is supplementary to or ties 
n with the 


product or service being 


otfered; the next best, (2) a product 


which will be useful or helpful in 
the recipient's work; and (3) the least 


effective—an outright gift, but) un 


related to product or service offered 


The Reporter, in offering a pre 
mium, always uses (1) above 
The 


Supplementary to The Reporter. Tied 
oftered by The 


d book 


let of reprints from Reporter. 


in with the service 
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Rates: $1.00 per line—minimum space 3 lines. Help and Situation Wanted Ads—S0c per 
line—minimum space 4 lines. Write The Reporter, 53% Hilton Ave., Garden City, N.Y. 





ADDRESSING 
OUR LISTS ARE FREE 
Retailers manufacturers 
Banks institutions 
We charge only for addressing 
SPEED ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y 


wholesalers 
churches 


addressed, type 
stuffed, 
stamped and mailed, reasonable rates 
Advertising 1824 
Cambridge Ave., Sheboygan 3, Wis 
ADDRESSING TRADE 
M. Victor—Addressing for the Trade 
Rapid Unlimited Quantity 
Large Staff of Expert Typists 
130 Flatbush Ave Brooklyn 17, N.Y 
STerling 9-8003 
ADDRESSOGRAPH PLATES 


embossed, 


Envelopes, postals, 


writing, advertising sealed, 


Central Service, 





Service 





Speedaumat plates three 
ine, on genuine Addressograph Alloy 
$30 per thousand complete. Write for 
quantity discount 

Advertisers Addressing System 


706 Chestnut St St. Louis |, Mo 
ADVERTISING AGENCIES 
SELL. YOUR PRODUCT WITH pulling 
mail order, agent ads 
We show you how 


Martin Advertising Agency 
15P East 40th Street, N.Y. 16, N.Y 


DO YOU MAIL TO SHORT LISTS? 


You can afford better styling, better 








copy even on small-scale direct mail 
tforts when you get big league help 
from Ad Scribe, North Canton, Ohio 
Write for work-by-mail Folio 78 


HELP WANTED 


TO A COPYWRITER WHO 
WANTS TO COME 
TO BOSTON 


Somewhere there's an experienced 
copywriter who can find a good spot 
in the Boston office of this nationally 
known advertising firm To fill an 


opening created by inc reased busi 
ness, we need an addition to our pre 
sent staff of sixteen talented creative 
people. This means a writer not 


idea-man \ 


what it takes to turn out copy for 


just an man who has 
some of the biggest names in American 
business 

The person we have in mind probably 
is working now for a small or medium 
sized agency. Or maybe for a manu 
facturer Perhaps he's a native New 
Englander who'd had enough of New 


York 


wants to 


Chicago or wherever, and now 
come back home.’ 

He won't be expected to double in 
brass as an artist, but if he’s creative 
visually as well as verbally, that will 
count in his favor And to balance 
against the older members of our staff, 
» man between 25-35 would be ideal 
‘lease don't apply unless you can 
move to Boston (or live here now) 
And don't send samples. Just write in 


detail about your background, ex 


penence and salary requirements But 
don't put it off because if you're 
the man we've been looking for, we'd 
ike to pass the papers soon. Box 41, 


The Rep« rter, Garden City, New York 





ENGRAVERS 

CUT RISING PRODUCTION COSTS 
with savings on photo-engravings 
Over 500 agencies, industrial publica 
tions, and direct mail users save 10°; 
s0+ on engraving from Basil Smith 
System 10th & Cherry, Philadelphia 
Write for iatest price folder 


GOV'T POSTCARD SPECIALTY 
single, 2 colors, printed | side, $4.50 
per M in 5M lots. | color $3.25 per 
M. Will 
runs. Bel-Thomas Ptg. Co. 2 
ing Ave Box D, Brooklyn 37 


Or all Glenmore 6-1246 for 





larger 


23 Irs 


quote on smaller or 


~~. 
quick 
information 

MAILING MACHINES 
Hand and Electric A\ddressographs 
Graphotype Models 6340 and 6280 
BARGAINS ON ADDRESSOGRAPH 
TRAYS. Elhott addressing mac hines 
Models 800-1500 & 3000 27-53 
drawer cabinets SAVER & WALL- 
INGFORD, 147 West Broadway, New 
York 13, New York, WOrth 4-0520 

OFFSET CUTOUTS 


illustrations, 








Promotional headings, 


cartoons, symbols, borders, panels, 


holiday art, type fonts, decoration, 


for offset reproduction Most complete 
service im l Ss Free desc riptive book 
let. A ARCHBOLD, Publisher, 
1209-.K S. Lake St.. Leos Angeles 6, 
Calif 


32 


LIFETIME OPPORTUNITY 


for experienced couple to lease profit 
able, well-established Lettershop. $3500 
$500 


floors of complete equipment and faci 


down, plus monthly for ily 
lities. Easy $20,000 minimum volume 


exclusive ot postage Interview by 
only Benton 


Morristown, New 


confirmed appointment 


Business Bureau, 


Jersey 





PRINTING 


“Listen, Son,” said Pop, “If you take 
care of the little jobs the big jobs will 
take care of you Pop was right 
Those little printing orders that nobody 
else wants are welcome at The House 
of Dyal, so dial DYAL for Printing — 
ORchard 4-0623, Paul Dyal, 30 Irving 
Place, New York 3, N. Y 





SITUATION WANTED 


Sales Promotion 12 years successful 
direct mail experience, largely in pub 
lishing and retailing. Complete charge 
production, lists, mailings, 
administrative detail, correspondence 
Part or full time. Box 43, The Repor 
ter 53 Hilton 


New York 


writing 


Avenue, Garden City, 


Reporter But we defy anyone to 
show us a letter mailed by The Re 
porter which attempted in any way 
to cover up the fact that a string 
was attached to the otter. 
The string 


Maybe we are 


premium 


being a_ subscription. 


supersensitive.... but 


in a recent subscription 


warned the reader twice in the 


otter Wwe 
ietter 
ind once more on the return card that 


the premium Dookict was 


only with new subscriptions 


Perhaps being honest and clea 


lowers the immediate returns. But in 


! 
the long run it can’t do much dam 


age. Deceptive offers may pull mor 
contused 


immediate returns from 


people but what about the loss 
j 


ot yood will mong the people on 


the list who are irritated? That was 


the basis for our criticism. 
We tollowed up our April 

Note with a full-page article in May 

What's You? Avain 


we criticized deceptive otters and 


ot high-pressure mail selling 


Short 
uutled Eating 


the flood 


boring sameness. 


‘ 
constructed with 


The May article has been comment 


| | Among 


ed on and reprinted widely. 


the best o the comments was this 


one from our old friend Bertram 


Lewis, Hunt Building, Litchfield, 
Conn 
Have just read with much ap 


WHAT'S EATING YOU 


in the May issue. It’s not only direct 


I 
preciation 


mail that has yon haywire The 


whole advertising profession is in a 


iberration. And pub 


1 peak. The ad 


State of acute 
lic cynicism is at 
i b out 


What 


vertsing dollar today buys 
three cents’ worth of conviction 
uils us all? 
And that hits the nail on the head 
“What 


eftorts to make a 


uils us all?” In our frantic 


showing with the 


top-brass; to increase percentages... 


we are forgetting all the rules of 


clean selling. We are pulling out of 
tricks ill the 


phrases which if continued 


the bag of phony 
deceptive 
publi to become sus 
picious of all mail appeals. 

Added Note 
Federation otf (America 


York 


resolution con 


will cause the 


Congratulations to the 
Advertising 
for passing at its recent New 
Convention a 
demning misleading and deceptive ad 
vertising. Calling tor Greater Truth 
truth. 


strong 


in Advertising not just 


The September Reporter may (we 


hope) clear up a lot of doubt and mis 
understanding about direct mail read 


ership; direct mail pulling power, its 


tf purposes and results, 


wide range o 
We are 
that one 


devoting the entire issue to 
purpose; a complete research 


report to manageme nt 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 


ADDRESSING 
Archer Business Services 5054%% Archer Ave., Chicago 32, Ii 
Clear Cut Duplicating Co 120 Greenwich St., New York 6, N.Y 
Creative Mailing Service 460 No. Main St., Freeport, N.Y 
Fair Mail Service 417 Cleveland Ave., Plainfield, NJ 
Star Typing Service 45-21—162nd St., Flushing N.Y 
ADDRESSING MACHINES 
147 West Broadway, New York 13, N.Y 
ADDRESSING — TRADE 
68-11 Roosevelt Ave., Woodside, N.Y 
130 Flatbush Ave., Brooklyn 17, N.Y 
ADVERTISING AGENCIES 
Institute of Sales Promotion 131 Lafayette Street, New York 13, N.Y 
Martin Advertising Agency 15PA East 40th St.. New York 16, N.Y 
ADVERTISING AGENCY PERSONNEL DIRECTORY 
McGraw-Hill Pub. Co., Inc.—Sales Service 42nd St. N.Y. 36, N.Y 
ADVERTISING ART 
1345 Green Court, NW., Washington 5, D.C 
116 West Clinton Ave., Tenafly, NJ 
349 Tenth St., Moline, Illinois 
AUTOMATIC TYPEWRITERS 
Amer. Automatic Typewriter Co 610 N. Carpenter St., Chicago 22, IIl 
Kobotyper Corp 125 Allen St Hendersonville, No. Car 
AUTOMATIC TYPEWRITING 
Ambassador Letter Service Co 11 Stome St.. New York 4 
Arrow Letters Corp 307 West 38th St.. New York 18 
M. E. Gitsham 140 East 45th St.. New York 17 
BOOKS 
The Art & Technique of Photo Engraving, Horan Engraving Co., N.Y. 1 
Art for Reproduction Repro Art Press, 80 Sth Ave., New York 11 
BUSINESS caRD SERVICE 
Bel-Thomas Printing Co Irving Avenue, Brooklyn 37, N. Y 
R. O. H. Hill, Inc 270 R Lafayette Street, New York 12, N.Y 
CATALOG PLANNING 
58 Park Avenue, New York 16, N. Y 
COPYWRITERS (Free Lance) 
leo P. Bott, Jr 64 E. Jackson Bivd., Chicago, 4, II! 
Orville E. Reed First National Bank Bidg., Howell, Michigan 
John Yeargain 442 East 20th St., New York 9, N.Y 
DIRECT MAIL AGENCIES 
7 East Jackson Bivd., Chicago 4, Ill. 
918 North 4th Street, Milwaukee 2, Wisconsin 
2123 East 9th St., Cleveland 15, Ohio 


Saver & Wallingford 


Shapins Typing Service 
M. Victor 


John Guthrie 
Raymond Lufkin 
Trapkus Art Studio 


Catalog Planning Co 


Homer J. Buckley 
Duffy & Associates, Inc 
Frederick E. Gymer 


Institute of Sales Promotion 13) Lafayette Street, New York 13, N.Y 


39 Water Street, New York 4, N.Y 
Proper Press, Inc 129 Lefayette Street, New York 13, N.Y. 
Reply-O Products Company 150 West 22nd St., New York 11, N. Y. 
John A. Smith & Staff 11 Beacon St., Boston 8, Mass 
Cari G. Vienot, inc 134 Summer St., Boston 10, Mass 
Phillip J. Wallach Company 220 Fifth Ave., New York 1, N.Y 
DIRECT MAIL EQUIPMENT 
The Adamm Company 250 Third Avenue, New York 10, N.Y. 
Addressing Machine & Equipment Co 326 Broadway, New York 7, N.Y 
H. Bunn Company 605 Vincennes Ave., Chicago, 20 Illinois 
Sloves Mechanical Binding Co in 601 West 26 Street, N.Y. 1, N.Y 
ELLIOTT STENCIL CUTTING 
Clear Cut Duplicating Co 120 Greenwich St., New York 6, N.Y. 
Creative Mailing Service 460 North Main St., Freeport, N.Y 
Spotts Mailing Corp 2388 University Avenue, St. Paul, Minnesota 


ENVELOPES 
American Envelope Mig. Corr 26 Howard St New York 13, N.Y 
The American Paper Products Co East Liverpool, Ohio 
Atlanta Envelope Co., 1700 Northside Drive, P.O. Box 1257, Atlanta 1, Georgia 
Boston Envelope Co 397 High St Dedham, Mass 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, IIl., Chicago Sub 
Samuel Cupples Envelope Co., Inc 360 Furman St., Brooklyn 2, N.Y 
Direct Mail Envelope Co 15 West 20th St.. New York 11, N.Y 
Garden City Envelope Co 3001 North Rockwell St., Chicago 18, III 
General Envelope Company 23 South St., Box 654, Boston 2, Mass 
The Gray Envelope Mfg. Co 55—33rd St. Brooklyn 32, N.Y 
Heco Envelope Company 4500 Cortland St., Chicago 39, Ill 
McGill Paper Products, Inc 501 Park Ave., Minneapolis 15, Minn 
Massachusetts Envelope Co 641-643 Atlantic Ave., Boston 10, Mass 
Sheppard Envelope Company 1 Envelope Terrace, Worchester 4, Mass 
The Standard Envelope Mfg. Co 1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation 522 Fifth Avenue, New York 36, N.Y 
Tension Envelope Corporation 19th & Campbell! Sts. Kansas City 8, Mo 
Tension Envelope Corporation 5001 Southwest Ave., St. Louis 10, Mo. 
Tension Envelope Corporation 123-129 N. Second, Minneapolis 1, Minn 
Tension Envelope Corporation 1912 Grand Ave., Des Moines 14, lowe 
United States Envelope Company Springfield 2, Mass 
The Wolf Envelope Company 179-81 E. 22nd St., Cleveland 1, Ohio 
ENVELOPE SPECIALTIES 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, II!., Chicago,Sub 
Direct Mail Envelope Co., Inc 15 West 20th St.. New York 11, NLY 
Garden City Envelope Co 3001 North Rockwell St. Chicago 18, III 
Hodes-Danie!l Co. Inc 352 Fourth Avenue, New York 10, N. Y 
The Sawdon Company, inc 480 Lexington Ave., New York 17, N.Y 
Tension Envelope Corporation 19th & Campbell Sts.. Kansas City 8, Mo 
IMPRINTERS — SALES LITERATURE 
lL. P. MacAdams, inc 301 John St., Bridgeport, Conn 
LABEL PASTERS 

Potdevin Machine Company 1281 38th St Brooklyn 18, N.Y 
LABELS 

9 Murray St., New York 7, N.Y. 


Mailograph Co., Inc 


Penny Label Company 
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LETTER GADGETS 
Hewig Company 45 West 45th St.. New York 19, N.Y. 
a Mitchell! 11] West Jackson Bivd hicag 4 


LETTERHEADS 
R. O. H. Hill, Inc 270 R Lafayette Street, New York 12, N.Y 


MAIL ADDRESSING STICKERS 
Eureka Specialty Printing Company 
MAIL ADVERTISING SERVICES (Lettershops) 
Benart Mail Sales Service, inc 228 East 45th St. New York 17, N.Y. 
Century Letter Co., Inc 48 East 2ist St New York 10, N.Y 
Codd Advertising Service 607 East Van Buren, Phoenix, Ariz 
A. W. Dicks & Co 386 Victoria St., Toronto 2, Ont., Can 
Fair Mail Service 417 Cleveland Ave. Plainfield, NJ 
The Lemarge Company 2332 Logan Boulevard, Chicago 47, Illinois 
The Letter Shop 214 Mission St., San Francisco 5, Cal 
Long Island Letter Service 212 Front Street, Mineola, N.Y 
Mailograph Co., Inc 39 Water St.. New York 4, N.Y 
Mailways 200 Adelaide St., West. Toronto 1, Ont., Canada 
The Rylander Company 216 West Jackson Bivd., Chicago 6, ! 
Spotts Mailing Corp 2388 University Avenue, St. Pa Minnesota 
Woodington Mail Adv. Service 1304 Arch St., Philadelphia 7, Pa 
MAILING LISTS—Brokers 
* Archer Mailing List Service 140 West 55th St.. New York 19, N.Y 
* George R. Bryant Co., Inc 595 Madison Ave., New York 22, N.Y 
* Walter Drey, inc 333 N. Michigan Avenue, Chicago 1, Iilir 
* Walter Drey, inc 157 Federal Street, Boston, Massachusetts 
* Waiter Drey, inc 257 Fourth Ave., New York 10, N.Y 
* Guild Company 160 Engle Street, Englewood, New Jersey 
* Lewis Kleid Company ’ New York 19, N.Y 
* Willa Madden, inc , New York 3, N.Y 
* Mosely Mail Order List Service Boston 16, Mass 
* Names Unlimited, inc 352 Fourth Ave., New York 10, N.Y 
*D. L. Natwick 932 Broadway, New York 10, N.Y 
* James E. True Associates 419 4th Ave., New York 16, NY 
* Members — National Council of Mailing List Brokers 
MAULING LISTS—Cempilers & Owners 
Allied Agencies P.O. Box 1149, Knoxville, Tennessee 
Associated Advertising Service. .19132 Sixteenth St., Port Huron, Michigar 
Boyd's City Dispatch, inc 114-120 East 23rd St.. New York 10, N.Y 
Creative Mailing Service 460 No. Main St., Freeport, New York 
Walter Drey, Inc 333 N. Michigan Avenue, Chicago 1, IIlinois 
Walter Drey, inc 157 Federal Street, Boston, Massachusetts 
Walter Drey, inc 257 Fourth Avenue, New York 10, New York 
Drumcliff Advertising Service Hillen Rd., Towson 4, Md 
Dunhill List Company, Inc 565 Fifth Ave.. New York 17, N.Y 
industrial List Bureau 45 Astor Place, New York 3, N.Y 
Jewish Statistical Bureau 320 Broadway, New York 7, N.Y 
The Walter S. Kraus Co 48-01 42nd St., Long Island City 4, N.Y 
Mail-Ad Co 6238 Wilshire Bivd., Los Angeles 48, Calif 
Market Compilation & Research 11814 Ventura Bivd., N. Hollywood, Cal 
Official Catholic Directory Lists 12 Barclay St.. New York 8 N.Y 
W. 5S. Ponton, Inc 50 East 42 Street, New York 17. NY 
R. L. Rashmir 3123 LaSuvida Drive, Hollywood 28, Calif 
MATCHED STATIONERY 
Tension Envelope Corporation 19th & Campbell Sts. Kansas City 8, Mo 
MULTIGRAPH SUPPLIES 
Chicago Ink Ribbon Company 19 So. Wells St., Chicago 6, II! 
PAPER MANUFACTURERS 
W. C. Hamilton & Sons Miquon, Pennsylvania 
Hammermil! Paper Company Erie, Pennsylvania 
International Paper Company 220 East 42nd St., New York 17, N.Y 
Kimberly-Clark Corp Neenah, Wisconsin 
Mclaurin-Jones Paper Co Brookfield, Massachusetts 
PARCEL POST MAILING BOXES 
Corrugated Paper Products, Inc 2235 Utica Ave., Brooklyn 4, N.Y. 
PHOTO ENGRAVERS 
Pioner-Moss, Inc 460 West 34th St. New York 1, N.Y 
PHOTOGRAPHS 
Moss Photo Service, inc 350 West 50th St.. New York 19, N.Y 
National Photo Reproduction New Hyde Park 3. New York 
PRINTING EQUIPMENT 
Harris-Seybold Co 4510 East 71 St., Cleveland 5. Ohio 
8. Verner 52 Duane St.. New York 7. N.Y 
PRINTING —Letterpress 
College Press South Lancaster, Massachusetts 
Davenport Press, inc 70 Main St., Mineola, tL. I.. N. Y 
McCormick-Armstrong Co 1501 East Douglas Ave.. Wichita 1, Kansas 
Richmond Press 23 South St. Box 654, Boston 2, Mass 
PRINTING—Offset Lithography 
Bachman Reproduction Service 259 East 43 Street, New York 
McCormick-Armstrong Co 1501 East Douglas Ave., Wichita 1 
PRINTING—Letterpress and Offset Lithography 
Bel-Thomas Printing Co 223 Irving Avenue, Brooklyn 37, N.Y 
Lutz & Sheinkman 421 Hudson Street, New York 14, NY 
Montclair Business Service One The Crescent, Montclair, N 
Paradise Printers and Publishers Paradise, Pennsylvania 
Proper Press, inc 129 Lafayette Street, New York 13, N.Y 
ar eee ee MAGALTINES 
The William Feather Co Huron Rd., Cleveland 15. Ohio 
Publications Digest 130 West 42nd St.. New York 18, N.Y 
TRADE ASSOCIATIONS 
Direct Mail Advertising Assn 17 East 42nd St.. New York 17, N.Y 
Mail Advertising Service Assn 18652 Fairfield Ave., Detroit 21, Mich 
TYPEWRITERS 
315 Fourth Avenue, New York 10, N.Y 
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the Economy Novelty challenges the Commission's interpreta- 


been designed by 
S H 0 ~ T N 0 T t S & Printing Co., 225 West 39 Street, tion of the word. It explains why ad- 
word 


New York, N. Y. Accompanying the vertisers should be able to use the 
D is Pp A » T M iz N T miniature is a 1l6-page, 3'4x6 inch when the offer is clearly non-deceptive. 
booklet explaining all the methods of This bulletin should be must reading 
Continued from page 11) detecting counterfeit money. Write to for every advertiser. 
Service for printing a gag (13-'4 x 5-'s Al Hirchfield. He has promised this 
inch) 100 buck black gold certificate reporter to send a free sample of both iid 
drawn on “The Magnificent State of the Spuriscope and the booklet to any 
Texas The Secret Service claimed it reader of this magazine. The darn thing FIRST TIME we have heard of a 
looked too much like U. S. currency actually works. You dial the serial num- house magazine being printed in a news- 
in spite of the difference in size. Luke ber on any bill and the resulting code paper. Martin Vogel of Gotham Hosiery 
had already sold three million of them in an open window shows whether the Co.. Inc.. 200 Madison Ave.. New York 
for various promotional stunts. The fol- bill is counterfeit or good. Seems like 16, N. Y. sent us a clipping from 
low-up is that the Secret Service finally it would be an ideal “gadget” for use Women’s Wear Daily. Told about the 
let Luke go ahead after he re-arranged in some promotions. Combination booklet experiment of the H. C. Prange Co 
the design and substituted Stephen Aus- and Spuriscope can be purchased for department store in Green Bay, Wis. 
tin’s picture for George Washington's. as low as I4¢ in quantity. Instead of distributing a company pub- 
If you want to get a sample of this gag lication to the 500 employees... once 
which upset the Secret Service, write a month, on a Thursday, the company 


to Luke uses four one-quarter pages scattered 
— 


eee aE 7 > > 1< 

— y THE N A I ION AL BETTER BUSI- .each space a numbered page in the 

SPEAKING Of COUNTERFEIT NESS BUREAU is constantly on the house magazine. The four pages to- 
MONEY did you know that you can job to clean up advertising... but it gether make an interesting story with 
obtain an automatic counterfeit bill de- also tries to take a logical, middle-of- pictures of the activities of the store's 


through the Green Bay Press-Gazette 


tector? It is called a Spuriscope. The the-road position. And it does not al- personnel. Interesting experiment even 
original patented, moulded-plastic device ways approve of governmental rulings. 8 te tone divece mail. 

resembling somewhat the dial face of Write to the NBBB at 405 Lexington 

1 telephone, is priced at $5 per copy Ave.. New York 17, N. Y. and get a 

ind is being used by more than five copy of the July 1952, 8-page bulletin. 


thousand banks, hotels and stores Contains a complete analysis of the at 
SYSTEM 


4 NEW ADDRESSING 
is on the market. Called... Scripto- 
matic. Manufactured by Scriptomatic, 
Inc., 300-316 N. Eleventh St., Phila- 
delphia 7, Pa. Write to W. F. Fisher, 
Jr. for booklet which describes the sys- 


tem. Master list is typed on special 


throughout the nation. But a miniature, Federal Trade Commission's ruling on 
inexpensive Bristol board model has the use of the word “free.” The NBBB 


Bristol card with carbon impression on 
back. Cerds are then run through ma- 
chine (various models available) which 
transfer reverse carbon by hektograph 
(spirit duplicating) process to envelopes 
with speeds up to 6,000 per hour. Ten 
thousand of light weight master cards 
can be stored in a standard office filing 
drawer. 


THE NEXT REPORTER will be 
our Annual Convention Issue. If all the 
preces can be fitted together m time... 
it will be a whopper! Best ever, etc.! 
Should reach all of you a week or ten 
days before the big shindig in Wash- 
ington, D. C. Remember the dates: Mail 
Advertising Service Assn. 31st Annual 
Convention from October 4 to 7 (for 
direct mail producer members or pro- 
spective members only.) The Direct Mail 
Advertising Assn. 35th Annual Conven- 
tion from October 8 to 10. Open to 
everyone with the registration price. 

DIRECT MAIL was well represented at the Seattle, Washington 49th Annual Both are scheduled at the beautiful and 
Convention of the Advertising Association of the West (representing 11 western spacious Shoreham Hotel. If you have- 
states and 45 advertising clubs). DMAA Director Milton Bell, Lila Casady, Jerry n't made room reservations... get busy 
Cone and others arranged for an all-western direct mail award contest and display. quickly. The Reporter staff moves in 
The direct mail booth at the convention showed fourteen outstanding campaigns on Saturday, October 4 and will be 
illustrating a wide range of activities... from those using simple post cards to elabo- there till the final curtain. If any of 
rate broadsides. All tied in with the “49 Ways to Use” theme. If any local groups us can help in any way to make your 
should be interested in staging a similar regional shindig, get in touch with Lila attendance more profitable or enjoyable 
Casady at Mail Advertising Bureau, 209 Seneca Street, Seattle 1, Wash. for details feel free to visit our suite. Door always 


about publicity, exhibit, contest, etc. open. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





MEMO: 


= 
From: 
e Cow ° The Reporter of Direct Mail Advertising 


Direct Mail Producers and Suppliers Everywhere 


) REASONS WHY YOU'LL 


COMING ‘CONVENTION ISSUE 


4 Washington will be the scene of the 35th Annual Conference of the 

Direct Mail Advertising Association and the 5lst Convention of the 
Mail Advertising Service Association. From an industry standpoint, 
it will be an opportune time to make a big splash... show Washington 
that direct mail is as big as it reallyis.. .a billion dollar medium 
used by nearly every, single business in this land of ours. 


4 The Conferences will draw an enormous crowd of idea seekers, 

! more than normal circulation for the Feature Issu 
over 6000 copies (rates based on 5000). Copies will be on hand 
MASA and DMAA shows. 


r 

3 Reporter editorial will again be devoted entirelytoasingle subject. 
It will be based on a six months' study of business, .. . will show how 

well direct mail is seen and read by recipients, its importance to 

business in dollars and cents, how much is being spent in specific cases. 

Its far-reaching objective is to give a report to management on the 

still untapped power of direct mail. For the "doers" in direct mail 

the feature will be a field-day 

for ideas. 


Hilton Avenue THE REPORTER 


Closing date is August 20th. Maga- 
ail s“ & OF DIRECT MAIL ADVERTISING 
zines will be mailed on or before Garden City, New York 

September 12th, to reach our 5400 The only magazine of Direct Mail Advertish 


Vil, 


subscribers a week before they leave 1. GENERAL ADVERTISING 2. CLASSIFIEr 
for Washington. Regular rates apply. SPACE 1 Time 6 Times 12 Times a. Retes for 
, Ci Full Page $190 $180 $170 wanted 
It's >0 early to make space Two Thirds Page 150 140 130 b. Rates for a 
cearva ane e 3 ean bh 4 e One Half Page 120 15 110 $1.00 per 
reservations, so do something about One Third Pose spe bd @0 > ann, 0 
it now! One Sixth Page 50 45 40 3 lines 
a Danae 3. DIRECT MAIL 
Back Cover 250 225 200 , 
Center Spread 425 390 365 Listings: | line ¢ 
Bleed pege $15 additional. Color 
$45 each additional color each addi 4. COMMISSION 
tional page in same form $15. Preterred a. Agency commi 
position ~~, $15. Inserts pege rates b. Cash discount 
apply add $50 for beckine +m, if single c. Cash discount 
2 Proce of 
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NOW. see wensss 


HAS BEEN ADDED TO THE TEAM: 


You'll SAVE postage with NEW 60.8. 
TICONDEROGA TEXT, get more pieces per pound 
on 3rd class bulk mailing. 


This new 60 is. TICONDEROGA TEXT 
is available in: 


* Plain Edge Only 

* Laid Finish Only 

* Envelopes to Match 

* Brite and Cream Whites 
* Seven Pastel Colors 











TRIMMED FOUR SIDES on all plain edges of the 
60 18.—70 18. and the Coverweight. The 70 is. deckle edge 
is trimmed on the plain ends. 


60 is. TICONDEROGA TEXT is now at your distributor's 
(along with the ever-popular 70 is. deckle edge, 

in laid and wove and COVERWEIGHT plain edge, 

in laid and wove). 


Wouternational Der - 


PAPERS FOR PRINTING AND CONVERTING 


220 East 42nd Street, New York 17, N.Y 





